‘ 


Winaichinaphaarcniail 





BRING YOUR PACK: 
ING PROBLEMS TO *’ 
ORGANIZATION WHC 
ENJOYS A NOTAB: 
REPUTATION FOR !| 
GRASP OF MODERN WE 
CHANDISING PRACT! 


ole) Ce: a ze) 


DESIGN ORIGINATORS *' 
MANUFACTURERS 





4 A F : WATKINS POLISH 
> ea t h er Tri €) i es a a p . ORLIS ANTISEPTIC 
' FIVE Phoenix Metal Capped Packages received Honor- HESS WITCH HAZEL CREAM 


able Mention in the All-America Twelve Package Contest— ST. DENIS BATH CRYSTALS 


@ record unequalled by any other closure manufacturer. NORWICH ASPIRIN 


PHOENIX METAL CAP CO., Metal Caps for Glass Packages, CHICAGO - NEW YORK 


APRIL, 1934 










The packages reproduced in color on 
the front cover of this issue were fur- 
nished through the courtesy of the fol- 
lowing: Lentheric Incorporated, tal- 
cum; De Haven Razor Company, safety 
razor; Bourjois Sales Corporation, 
Springtime in Paris perfume packages. 
Pages 53 to 68, in a special color insert 
form, carry illustrations of the 100 Out- 
standing Packages of 1933. 


The May issue will feature decorative 
and fancy papers, as well as other wrap- 
pings applied to boxes and packages, 
reproduced in full color illustrations 


and also as tip ons. 
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‘GOOD NEWS 


for Produeers of 


Cellophane Wrapped Products 


The New Re dington 











High Speed 
CELLOPHANE 
WRAPPER 














@ If you’ve been wondering how to 
wrap your product automatically in 
plain or printed Cellophane, write 
Redington and heave a sigh of relief. 
For Redington has licked this problem 
with its New Cellophane Wrapper that 


does the job with speed and precision. 


@ In actual operation, the Redington 
High Speed Cellophane Wrapper is 
capable of enough speed to meet the 
needs of the most exacting. It operates 
so smoothly and quietly that it is al- 
most certain to last many years with 
little upkeep cost. The EASY OPENING 
strip, found so practical by some of 
the very largest producers of packaged 
products, can be applied automati- 
cally. And if you are hesitating because 
you use printed Cellophane, don’t hes- 
itate any longer! Redington takes care 
of this with photo-electric cell con- 
trolled registering means—an optional 


feature. Truly tomorrow’s job. 


@ To the manufacturer who asks, “But 
will it do my job?” we say—there’s a 


mighty good chance. Let’s try. 


Good News for Producers of 
Cartoned Products, Too! 
—The New Redington Continu- 


ous Loading Cartoner is the 
most complete and perfect yet. 


“If It’s Packaging—Try Redington First” 


F. B. REDINGTON CO. (Est. 1897) 
110-112 So. Sangamon St., Chicago, Ill. 


REDINGTON Packaging MACHINES 








Economical for Packaging - Cartoning - Labeling - Wrapping 
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“Two dozen more picks and shovels and 1600 feet of I2sinch sewer pipe, 
and get ‘em quick!” 


It was our construction foreman waving a requisition under the nose of our ~ 


purchasing».agent. 
“Have ‘em for you in two hours.” 


But he didn't. Kalamazoo supply houses had none. He called Grand Rapids. 
None there. Jackson next. Then Detroit....Chicago....Toledo.... Buffalo. 
Not a pick, not a shovel, not a foot of sewer pipe in 400 miles! 


It set us thinking. This was the CWA, to be sure. But can it be a fore- 
runner of what is going to happen in all lines when the throttle of industry is’ 
advanced just another notch? 


Ditches to be dug and no picks. 
Houses to be painted and no paint. 
Rails to be laid and no-steel. 
Printing to be done and no paper. 


Foolish, foolish virgins! No oil in their lamps! 


KALAMAZOO VEGETABLE PARCHMENT “COMPANY 
PARCHMENT [KALAMAZOO COUNTY MICHIGAN 
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BIGGER AND BOLDER ‘ 
STRIPE SJ 


for the sportive box 


RAISED PRINTING 


BY 
HANOGRAF 


CORPORATION 
22 THAMES STREET 


NEW YORK 


Raised Printing Specialists 


LOUIS DEJONGE & COMPANY 


NEW YORK 


69-73 Duane St. 


sizes make a bright showing in 


| fashion note: Stripes in many 
the Spring and Summer mode. 


DEJONGE again meets the require- 


ments of the current modes with 
stripes, from sedate pin stripe to the 
bright oversize stripe shown here, 
and all are distinguished by clear 


color. and extra fine finish. 


Let us advise you on effective ways 
of using striped papers on boxes, or 
on a particular box. Our style 
service invites your consultation 


without obligation. 


PHILADELPHIA BOSTON CHICAGO 
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FOR BOX AND PACKAGE LABELING 


The most dependable and satisfactory 


LABELING METHOD 


The McDonald labeler offers the simplest, the most direct and 
the most satisfactory method for applying end seals on packages 
and for strip labeling attached to sides and covering ends to 
furnish a final, more complete seal of the box or container. 


It is more satisfactory because it applies the labels differentl— 
with a more direct and positive method than any other machine. 
Pickers are not used to transfer the label from magazine to con- 
tainer as in other methods. The magazine itself deposits the 
label on the package. Consequently the labels are always ac- 
curately registered. 


There is a McDonald employing this exclusive, neat and speedy 
principle for any type of labeling job you may require. Write 
for information and recommendations. 


: NEUMATIC SCALE 
2 ACKAGING MACHINERY 


WE 00 OUR PART 


PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVENUE, QUINCY, MASS. (NORFOLK DOWNS STATION) 


Branch Offices in New York, 117 Liberty Street; Chicago, 360 North Michigan Avenue; San Francisco, 320 Market Street 
Melbourne, Victoria; Sydney, N. S. W. and Trafalgar House, No. 12 Whitehall; London, Ensiand 
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Because you need 
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you need 


Wists 


you need it 


@ Getting your cans on time is vital. 
So Canco operates plants at 48 points. 
Should you need 1,000 cans today or 
1,000,000 cans tomorrow, you'll get 
them and you'll get them on time. 


In buying cans, remember: ABILITY 
to serve you well is as important 
as the WILL to serve you well. 


AMERICAN CAN COMPANY 


230 PARK AVENUE NEW YORK 





“Outstanding!” Said 
“Outstanding!” Echoed the Public 


NE of the Outstanding Packages of 
1933” was the verdict of Modern 
Packaging’s board of judges in 
awarding their Certificate of Merit to this 
Lake Shore Honey package. The carton, 
printed and manufactured from a special clay 
coated box board by the Illinois Carton & 


Label Company, is a typical example of 
Illinois’ ability in the manufacture of super- 
fine labels and cartons. Place your packag- 
ing problems before Illinois’ experts. We will 
gladly cooperate with you in the solution 
of design and production problems. Write 


to— 


ILLINOIS CARTON anpb LABEL CO. 


ELKHART 


INDIANA 


CHICAGO — DES MOINES — NEW YORK CITY 


Boxboard by The American Coating Mills, Inc., Elkhart, Ind. 
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MeLAUGHLIN’S 
PRIZE-WINNING PLANT ~ 


* 


Youll find . . g 2 
Filling & Net-Weighing ] 
Machines here, as | 
in most well-planned — 
plants 























N the packaging of McLaughlin’s ‘‘Manor 
House”’ Coffee as is the case with so many 
others of America’s really fine products, HOEP- 
NER net weighing and filling equipment is used. 
Its accuracy and absolute dependability fully 
justifies this broad endorsement. The Consoli- 


CONSOLIDATED PACKAGING MACHINERY CORP. | 


1400 WEST AVENUE 


dated Packaging Machinery Corp. offers those ; 


whom it is privileged to serve all the advantages) 
which more than thirty years of experience can 
contribute. Changing trends in product pecker 
ing today as in the past provide no challenge which — 


HOEPNER equipment is not fully prepared to meet. a 


_ PRIZE-WINNING PACKAGE , 
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BUFFALO, N 
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BSPIRAL STRIPE 






A new creation by Hampden recently added to the popular BROCADE 








line of fancy box papers. Available in many distinctive spring shades, — 


this new pattern presents opportunities to the creative box makef, 





Sample working sheets will be furnished on request 





HAMPDEN GLAZED PAPER & CARD CO. -- Holyoke, Massachusetts 
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PRESSING THE 


An impression of dignity, reserve, and mellow age can be created just 


as easily as the color and sparkle of the modern idea is portrayed. 


Folding Cartons and solid fibre Shipping Cases are the most flexible of 


advertising mediums—as well as the most practical of packing materials. 


As America’s Most Complete Packaging Service, Container Corporation 


is serving leading distillers. 


Write for Details 


CONTAINER CORPORATION OF AMERICA 


BRIDGEPORT, CONN, MINNEAPOLIS WABASH, IND. 


CHICAGO PHILADELPHIA CLEVELAND 
ANDERSON, IND. INDIANAPOLIS 


NEW YORK PITTSBURGH ST, LOUIS CINCINNATI f 7; >| NATICK, MASS, 
GENERAL OFFICES: 111 W. SS Df WASHINGTON ST., CHICAGO, ILL. 
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First Prize winner of the 1933 Modern 
Packaging All-America Twelve Competition. 
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Applied Lettered Milk Bottle, Michigan Tomato Catsup, Horton’s Pilsener Beer, 
R. W. Jones Co., Beutel, Pickling & Canning Co., Horton Pilsener Brewing Co., 


Manor House Vacuum Packed Ola Log Cabin Whiskey, 
Bay City, Mich. New York City. 


Coffee, W. F. McLaughlin Co., Canada Dry Ginger Ale, Inc., 
Chicago, Ill. New York City. Buffalo, N. Y. 








Lake Shore Pure Honey, Norwich Aspirin Display, Schaefer Giant Beer Bottle, Orlis Antiseptic, Meadow Brook Whiskey, 
W. F. Straub & Co., Inc., The Norwich Pharmacal Co., F. & M. Schaefer Brewing Co., Valentine Laboratories, Inc., Hiram Walker & Sons, Inc., 
Chicago, Ill. Norwich, N. Y. Brooklyn, N. Y. Chicago, Ill. Peoria, Ill. 
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Scrip Grip Mucilage and Liquid eo : : ; ‘ Old Mister Boston Gin, 
Paste, W. A. Sheaffer Pen Co., ee ne es Ae Ben-Bruk, Inc., 
Fort Madison, Iowa. m Es : ‘ : : Boston, Mass. 
McKesson’s Shaving Lotion, as Co Be Hess Witch Hazel Cream, 
McKesson & Robbins, Inc., et a E. E. Hess Company, 
Brook, Ind. 


Bridgeport, Conn. ~- ae 
— 


Ee Bi po > os | ax 
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Jewel Tea Extracts, 
Jewel Tea Co., Inc., 
Barrington, Ill. 


Eversharp Glass Desk Tray, Modernistic Manicure Set, 
The Wahl Co., Chicago, Ill. M.V.C. Laboratories, Inc., Toledo, O. 


@ The world changes quickly—and TODAY it is changing fine representation of OnIzed designs in the winners of All- 
America Twelve competition. A FIRST PRIZE AND 


SEVENTEEN HONORABLE MENTIONS! That’s quite a 


record—and the sales stimulation of OnIzed containers also 


more rapidly than ever. It was but a comparatively short time 
ago that package design began to command attention. Today, 
there is no doubt it is proving a tremendous factor in sales. 
Proof that Owens-Illinois—one of the first to realize the is quite a record. Owens-Illinois offers a complete glass con- 
tainer service. Write us about your packaging problems. 


importance of “eye appeal”—is leading the way to greater 
OWENS-ILLINOIS GLASS COMPANY, TOLEDO, OHIO. 


sales through more progressive packaging, is shown by the 
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THE COLTO 
CLIPLESS 
CLOSURE 


SEALED WITHOUT 
A CLIP! cael ae a a 


This decorative, dependable closure is obtained 
simply by crimping the end of the tube on machine 
shown below. 


The Closure is completely formed by making the 
two usual folds, making a third fold in the reverse 
direction, and then giving more rigidity to the 
by corrugating the folded end. 


Savings in time, labor and material are effected” ! 
because no clips need be bought, there is no loss of i 
time to replenish clip rolls, and no maintenance e% — 
pense on automatic clipping heads. 8 


Write for a sample tube closed the Colton way. 4 


‘i 


ARTHUR COLTON C 0 
2600 JEFFERSON AVE.,EAST 
ing Machine DETROIT MICHI y 
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No. 17. Automatic Tube 
Filling, Closing and Crimp- 





The > IMPROVED 


BRIGHTWOOD 
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UNITED STATES 
AUTOMATIC 
BOX MACHINERY 
COMPANY 


NEWTONVILLE MASSACHUSETTS 


<> 








133-Printed in U.S.A. 














At left: 
The two units, set up 
for operation 


q 4—Magazine for fillers 


Below: 
The Brightwood 
Four-Fold 


Knockdown Unit 


THE OUTSTANDING 
NEW DEVELOPMENT IN- 
FOLDING BOX MACHINES 


The assembly illustrated above is a Standard BRIGHT- 
WOOD 4-inch high speed machine, coupled to the 
BRIGHTWOOD Knockdown Unit. This combination has 
proved remarkably efficient under continuous use. It 
automatically feeds, glues, sets up, knocks down and 
counts, at a running speed of 69 per minute, blanks that 
have already been printed, creased and cut. Only one 
operator is needed, to place blanks into the feeding hopper. 
When filler,s are required, they can be inserted automati- 
cally, as shown above. 

This assembly is especially adapted to turning out folding 
containers for such commodities as eggs, biscuits, ciga- 
rettes, etc. 


SPECIFICATIONS: 


Floor space, 7 ft. x 16 ft. Weight 5000 lb. Dia. of driving 
pulley 20 in., face 3 in. Speed 300 R.P.M. H.P. 2. 
Capacity 28,800 pieces in 8 hours. Size of boxes 34 in. to 
3 in. in depth. Min. 2 in. x 3 in. Max. 5 in. x 14 in. 
Handles blanks up to 17 in. x 194 in. 











A group of boxes folded and knocked down by this 
Brightwood assembly 


THE BRIGHTWOOD KNOCKDOWN UNIT 


This unit will handle any box within the range of a 
BRIGHTWOOD machine, and can easily be attached to 
any BRIGHTWOOD now in service. It saves the labor of 
from one to four girls, depending on the speed of the 
machine and the size of the box manufactured. 


The BRIGHTWOOD Knockdown Unit is adapted @ 
piece hinge cover boxes, creased on the two en © 
front panel (classified as an “A” fold), and also @™® 
creased on the ends only (classified as a “B” fold): 


BRIGHT WOOD erriciency s 
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clock 
lump 
statig 
cigar 
shoes 
hosies 
cereal 
prepa 
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Standard BRIGHTWOOD Machine 


THIS IMPROVED 
BRIGHTWOOD 
SETS THE STANDARD 
OF ALL-AROUND UTILITY 
IN BOX-MAKING 


The standard top-feed and underfeed 5)4-in. Brightwood 
Cover Machines, as well as the 6-in., 7-in. and 8-in. Bright- 
wood Machines, are adapted to making both set-up and 
folding boxes, including full-telescope, one-piece boxes 
and shallow covers. These machines make boxes used for: 


ammunition brass goods candy 
clocks cutlery hardware 
lump sugar rubber heels silverware 
stationery thread 

cigarettes zbsorbent cotton 
shoes shirts 

hosiery brushes 

cereals coffee toys 
prepared flour tooth-picks drugs, ete. 





inner tubes 
gauze 


candles 


These machines will make dvuble tapered boxes for nest- 
ing, such as candy satchels, ice cream pails, ete. They will 
nake collapsible boxes suitable for exgs, ice cream bricks, 
patty, butter, candy, soap, etc. 























TIME, LABOR, STOCK AND SPACE 

















jtt——__—w BRIGHTWOOD i 


The Standard of Utility 
for Half a Century 


BRIGHTWOOD Machines have been standard equip- work are relatively inexpensive, and can be installed 
ment in the American paper box making industry for by any good mechanic. 


half a century. It is significant that a number of the GLUING: 


liest BRIGHTWOODS till doing duty! 
a pa ede ag ned The BRIGHTWOOD machine uses cold-water gum, 
The Improved BRIGHTWOOD of today is as staunch- which is applied as a very thin coating on the blank. 
ly built as were those veterans of the 1890’s. It is After being folded, 5000 Ibs. pressure is applied— 
based upon the same fundamental principles of box assuring a tightly-sealed box or carton. The average 
making that the industry has long associated with cost of the gum used is le to 1)4c per 1000 pieces. 


the BRIGHTWOOD name. 
so GLUE-END CARTONS: 
in addition, the I d BRIGHTWOOD embod 
ani fa aaecene Sa i, The BRIGHTWOOD is the only machine made fil 


a great many advanced features of design, the results ; . 
of years of close study of paper box making in all its will supply tight, glue-end cartons, complete and ready 
phases by our engineering staff. for filling, by an entirely automatic process. 


Here are some of the outstanding advantages provided HANDLES ALL BLANKS: 


































Hy 


















by the BRIGHTWOOD: The BRIGHTWOOD will handle all kinds of pre 
pared blanks, either cut or creased, plain or printed, 
ADAPTABILITY: from bendable or non-bendable stock ranging between 






The BRIGHTWOOD combines in one unit properties 15 point and 75 point. 
that would otherwise require several machines. It. HIGH SPEED: 


will make one-piece boxes, two-piece boxes, full tele- 


scope boxes, collapsible boxes, double-tapered boxes, The BRIGHTWOOD is designed for constant, trouble. 





















tape-handled boxes and cartons. It is the one machine free operation on present-day speed schedules. It will 
that will make both boxes and cartons with equal set up cartons or boxes at speeds as high as 36! 
facility. an hour. 

You can readily change from one size or type of box SAVES LABOR: 

to another in from 20 minutes to one hour, with the BRIGHTWOOD action is automatic. It requires only 
necessary tools, at the lowest change-over cost of any part of the time of one attendant, to pile blanks into 
machine made. the feeding hopper at intervals. 
INTERLOCKING UNITS: QUICK SERVICE: 

Any BRIGHTWOOD unit may be installed in com- Extra parts and tools are maintained in stock at out 
bination with a supplementary unit. Parts are inter- plant for immediate delivery, on order. We maintain 
changeable, and additional equipment may be easily sales offices in Boston, New York, Cleveland and Chi 


attached to all standard machines. Tools for special cago. For information or service, call our nearest offie 


hel hed 4 ON 2 2 


BRIGHTWOOD 
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PAPER BOX MACHINE 


UNITED STATES AUTOMATIC 
BOX MACHINERY COMPAN! 


459 Watertown Street Newtonville (BOSTON) Massachusetts 
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CHICAGO CLEVELAND NEW YORK 
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Prophylactic Tooth Powder 
The formula of one of America's most eminent dentists, 


NEW YORK 


The formula of one ia 
- of America’s most ; 
eminent dentists 


of pre: 
rinted, 
etween 


PARK & TILFORD, Distributors. 


ses” las awe 


PROPHYLACTIC PRODUCTS, INC. 


carefully compounded of the finest materials obtainable. (UI EVGi® 


It will safely and thoroughly cleanse and polish the teeth 


recommends powder—use Prophylactic Tooth Powder. 


without injury to the enamel or gum-tissue. Your dentist 


rouble- 
It will 
1s 3600) 
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TOOTH POWDER 





WARDED MODERN PACKAGING'S 
“CERTIFICATE of MERIT” 


WE are proud that our customers, Park & Manufacturers who seek the utmost in their 

Tilford, and their Advertising Agency, _ cartons orlabels are invited to communicate 
Charles M. Storm Company, selected us to _ with us and permit us to offer the facilities of 
Produce this package, and we are grateful _— this modern and completely equipped litho- 
thet ithas been so highly complimented. graphing establishment. 













ROCHESTER, N.Y. | 


ADDISON LITHOGRAPHING CC 





AESINGX 


MOLDING RESINS e MOLDING COMPOUNDS 
LAMINATING VARNISHES 








Products Heiliiuy Coaishay pee 
3) Parle fAsdatiug, New Sot City 
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AN GRANDSTAND SEAT 


FOR YOUR 
PACKAGES 














It's the Super-Fibre board and the metal-stayed con- 
_ struction that make Metal Edge THE STRONGEST PAPER BOX. 

And, to a large degree, it is this very strength that 
permits the unusual and DIFFERENT construction which 
forso many Metal Edge boxes wins “grandstand 


seats” on dealers’ counters. 


Sevenouk® Srevty 
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oe for instance, the good-look- 
ing boxes used by Seymour Smith & 
Son, for their Snap-Cut Pruners. 


"These boxes,” says Mr. J. L. Smith, 
“give our dealers attractive and effective 
help to increase the sales of our shears... 
We have tried other kinds of display 
boxes, but they proved unsatisfactory due 
to the weakness of their construction.” 


“It fairly dares a woman to experiment,” 
comments a leading trade journal on this 
box, and the printed invitation "See how 
easily you can cut these sticks.” When 






the container goes so far to help sell the 
product, is it any wonder that merchants 
are eager to give it PREFERRED POSITION 
on their counters? 


And, far from being more costly, the 
adoption of the Metal Edge method usu- 
ally results in marked economies. One 
nationally known concern estimates that 
Metal Edge packaging saves them be- 
tween $15,000 and $20,000 a year. 


Every month or so we issue a pocket- 
size booklet in which such stories as that 
of Seymour-Smith are told. If you are 
interested in packaging, we shall be glad 
to send you copies. Please write on your 
business letterhead. 


NATIONAL METAL EDGE BOX CO. 


THE STRONGEST 








PAPER 


334 North 12th Street, Philadelphia, Pa. @ e 


KNOWN 
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in MERCHANDISIN 


DEMANDS 
OUTSTANDING - 
PACKAGES. 


Flashing, colorful Ribbonett 
on a package is unequalled as 
attention-getter and sales-buil 
That this decorative packs 
tying material is producing tes 
is shown by the tremendous” 
crease in its use by cone 
everywhere. 
Make a test with Ribbonette 
see for yourself how quickly 
use is reflected in increased $4 


Mail us one of your standard packages and let us submit some sugges 
for the most appropriate styles and colors, and also how to tie che I R 
bonette so as to secure greatest effectiveness at lowest cost. 4 


Samples and full particulars will be gladly furnished—without obliga 


RIBBONETTE DIVISION 
CHICAGO PRINTED STRING CO. 


2319 Logan Blvd., Chicago, II. 
55 West 42nd St., New York 


‘i the Makers of Print Ad - Stein 


MODERN PACKAGING 



































10 SEFTON 
GOES A UNIQUE HONOR: 


The Sefton National Fibre Can Co. was 
the only fibre can maker to receive 


2 AWARDS of RECOGNITION 


..And One of the Two Fibre Can Companies to re- 
ceive any award in the Annual Packaging Com- 
petition involving over 2,000 entries 


More important than winning the plaudits 
of professional judges is the recognition that 
your product wins in the daily contest on the 
sales counter. Sefton Cans are taking honors in 
that competition, too! 


Our packaging engineers stand ready to ap- 
ply their nationally recognized technique to dress 
your products more attractively, scientifically and 
economically. 


How to reach the Sefton representative in your 
town? Easy! Turn to the classification Cans” in 
the business section of your telephone directory. 


SEFTON NATIONAL 
FIBRE CAN CO. 


ST on TTT 


WINNERS | 


Included Among The 
Hundred Best In 
Modern Packaging's 
Annual All-America 
Package 

Competition 


4 
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$215 Big Bend Road 
Maplewood, St. Louis, Mo. 
IR 
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EINSON-FREEMAN 
AM 


AGAIN and AGAIN 


FIRST AWARD in the Display Division 
of the MODERN PACKAGING All. 


America Twelve Competition went to this 













SHERWIN - Witt IAMS, B 


as GooDd 


display of Sherwin-Williams paint brushes 


—a creation of the Einson-Freeman Com- 






pany, typifying Einson-Freeman ability to 






design and produce compact, economical, 
effective displays that actually CREATE 
NEW SALES. 


Since this display holds a wide assortment 
in a remarkably small space, it almost 
invariably sells a second (or third) brush 
















for another purpose. 










HONORABLE MENTION 
went to this ingeniously constructed ‘Four 
Step" NORWICH Open Display that sells 
four different COLD RELIEF Products to each 
prospect, instead of merely one, and takes up 
a minimum of the dealer's counter space. 
Each year Einson-Freeman display containers | 
are the choice of both experts and sales execu- 
tives, for practicality, space economy and 
ingenuity that SELLS. For your package dis- 
play problem, consult Einson-Freeman FIRST! 


















EINSON - FREEMAN CO., INC. 


STARR & BORDEN AVES., LONG ISLAND CITY, N. Y. 
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What will you do to protect 
_ THAT PERFECT FLAVOR ? 


OU have a quality and flavor in your food products which 


























you prize. Naturally, in your effort to maintain it, you seek 
the best closure cap. This must be the reason why so many packers 
of products in glass are turning to the Crown Deep Hook Cap. 


These caps seal tighter—their special thread construction in- 

sures that, and it also insures that they can be removed with less 
% effort. Equally important is the fact that Crown Deep Hook Caps 
are made with remarkable precision and uniformity. Beginning 
with weight controlled tinplate, precision governs the successive 


on i 

iT operations of high speed stamping presses and cap forming eal 
machines. nigh 

his <a 

, The result is that when Crown Deep Hook Caps reach your jae 

es : . ; 
plant they seal your glass containers with dependable ease and wes fewen 

SS 

u efficiency. Isn’t this the kind of closure your product deserves? — 

| to 

cal, 

\TE 

nent 

most 

yrush 






CROWN CORK & SEAL COMPANY 
World’s Largest Makers of Closures for Glass Containers 
BALTIMORE, MARYLAND 


Send samples and more information on Crown Deep Hook Caps. 
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SUTHERLANDS 


KINGANS family group takes 
all american award 


HERE’S THE VICTORY FORMULA~— 


4 A smart up-to-date design by one of 
America’s leading designers. 


4 6Patent coated box board planned ex- 
clusively for Kingan to carry out the 
distinction and family identification in- 
tended by the designer. 


4 6Sutherland’s control 
of quality from pulp 
through every pro- 
cess of printing and 
die cutting. 


SUTHERLAND BOARD & CARTONS USED EXCLUSIVELY ON 
THE KINGAN'S PRIZE WINNING “FAMILY GROUP.’ 
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on trolled-Prod\ uction 


wins again / 


We'll gladly give you suggestions for putting a 
real selling punch into YOUR display cartons. 
Our diversified experience and COMPLETE 


facilities are at your disposal. 

















RLAND PAPER CO. 


WON WAN VV 4O1@) MICHIGAN 
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= D students of merchandising 
—whether in automobiles, furniture, 
radio or wearing apparel, realize the im- 
portant part that style and eye-appeal 
mean in modern selling. 








America’s foremost manufacturers have 
spent millions of dollars re-designing and 
improving their packages— keeping in 
mind that the public acceptance and buy- 
ing methods of today differ materially 
from those of past years. 

And, what is more important, your 
own sales force and dealer organization 
respond to a fresh dress in your 
merchandise. 

The House of Kittredge has designed 
and printed labels and wrappers for 















812 West Superior Street 





ore Perfumes do not 
come in tin cans - 


Nor fine candies i In 


paper bags.. 


“Quality Labels for Quality Merchandise” 
R. J. KITTREDGE & COMPANY 


ESTABLISHED 1886 













iy. . 


oA ne 


id Nu 
arg 
_ 
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nearly half a century—the roll of cus- 
tomers embraces names that have con- 
tinued to make business history for a 
like period. 


Whether you want us to reprint your 
present labels, or suggest improvements 
in design or color, our services are yours. 


In addition, the KITTLACO process 
of coating finished labels makes them 
moisture - proof, intensifies the colors, 
and imparts a glossy sheen that is most 
pleasing. 


Quotations and suggestions cheerfully 
made, to progressive manufacturers who 
are aggressively approaching today’s 
market. 










Chicago 
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Courtesy Platinum Products Co., Inc. Courtesy St. Denis Products Corp. 





CESS 
hem 
m= | TWO WINNERS by WARNER 
nost 
awarded Certificates of Merit as among the Hundred Finest Packages of 1933 
fully Whether your product be masculine or feminine in its appeal, the Design and Production Departments 
who of the Warner Brothers Company have the facilities and the ability to give you and your product a 
lay’s package equally as worthy of recognition as are the prize winners shown above. The Warner Brothers 
organization is in the unique position of being equipped to design and manufacture both set-up and 
folding boxes. Its recommendations, therefore, are absolutely unbiased. Call upon the entire Warner 
organization for aid in the preparation of your new package. 
THE WARNER BROTHERS CO. 
a BRIDGEPORT CONN. 
| NEW YORK REPRESENTATIVES: L. D. DEVERICH - L. LEY - H. T. WARREN - AShland 4-1195 - 200 MADISON AVE. 
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| STANDARD-KNAPP | 


| | 
wee ATIC CASE SEALERS 
| CAN PACKING & LABELING MACHINES 
| 


| “STANDARD THROUGHOUT THE WORLD” 


How to seal cases for less than 
$1.00 a Thousand 


ASE sealing can be a difficult, tedious, troublesome and expensive part of production. Or, 

as in the thousands of plants where Standard Case Sealers are used, it can be the most eff 

cient and inexpensive production operation. In thousands of plants throughout the country 

where corrugated and solid fibre cases are used, Standard Case Sealers are effecting this low 
cost sealing on production from as low as 50 to as high as 2500 cases per hour—automatically | 

gluing and sealing both ends of the shipping case—while the case is in motion—at less than 

$1.00 per thousand cases. 4 


NO OPERATOR OR ATTENDANT IS REQUIRED 


The services of our Engineering Department are at your dis- 
posal. We will gladly make a survey of your package or can 
handling requirements and submit layouts, showing how to 
most economically take care of such requirements. Write or 
wire for our representative to call at your plant. - 






~ 
© 4RS 
> 


STANDARD- -KNAPP CORPORATION 7 


43-27 33rd Street 208 W. Washington Street 1001 Society for Sav. Bldg. 189 Second Street 


| 
| 
iF LONG ISLAND CITY, N. Y. CHICAGO CLEVELAND SAN FRANCISCO 


| 
| 
| 
| 
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BUTTER-NUT 
BREAD 
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tes of our Engineering Department are at 
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WAXED PAPER COMPANY 


5659 WEST TAYLOR STREET CHICAGO, ILL. 
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FOR their beauty of design and their perfect 
execution, these three Chicago-made cartons 
have been awarded Certificates of Merit as 
being among the Hundred Outstanding Pack- 
ages of 1933. Already it is apparent that public 
opinion— as demonstrated by increased sales 
— coincides with the opinion of Modern Pack- 
aging’s judges. These Chicago cartons will join 
the long line of Chicago-made “best-sellers.” 
The Chicago Carton Company in its new and 
greatly enlarged plant, the most modern and best 
equipped in the country, can provide for you 
the same sort of intelligent co-operation and 
perfected, low cost production which it has here 
























demonstrated in these prize-winning packages. b 
Write the Creative Department of the Chicago . 
Carton Company for aid in the design and plan- 8 
ning of your new folding carton or display. 

a 
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BY 
DOBECKMUN 


: g ell. ° phan e : Packaging Specialists 
Printing—_Bags— Cigar Pouches— 
Laminating 


e Designed and produced by DOBECKMUN, this Parkin 
Chemical Company all-Cellophane container was 
selected by MODERN PACKAGING judges as one of 
the outstanding packages of 1933. It is but one of many 
successful packages designed by DOBECKMUN 
...@n organization devoted exclusively to the 
production of high quality Cellophane packages. 


Dosecxmun, largest converter of Du Pont Cello- 
yerfect phane, was not “built over’ to handle this material, 
cartons but specialized from the beginning in Cellophane only! 


erit as This means that your package will receive the 





Pack- attention of Cellophane packaging experts .. . from 
public the development of original designs having a maxi- 
J sales mum of “shelf appeal” . . . to the actual high quality 
: Pack- production of transparent containers... plain or printed. 
vill join We will analyze your present or proposed pack- 
ellers.” ages and make our recommendations. This analysis 
»w and will cost you nothing... yet may result in greatly 
nd best increased sales for you. 
tor you DOBECKMUN superior quality, available to you 
on and at no extra cost, will eliminate the need for any further 
as here shopping”. . . whether your requirements are for 
ckages: beautifully printed or stock size plain bags, in any 
“hicago grade or weight of Cellophane. 
d plan- 4 Write today for detailed information. The 
sisplay: obeckmun Co., 3301 Monroe Ave., Cleveland, O. 
ete 





s DOBECKMUN 


AN ORGANIZATION DEVOTED EXCLUSIVELY TO THE DEVELOP- 


ILLINOIS 
MENT AND PRODUCTION OF CELLOPHANE PACKAGES 
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ANOTHER PACKOMATIC COMBINED 
BOTTOM AND TOP CARTON SEALER 
: WITH AUTOMATIC NET WEIGHER 


RAPIDLY 
M ADJUSTABLE 


3 PACKAGES PER MINUTE 
ONE OPERATOR 














PACKOMATIC MODEL MC CARTON SEALER AND WEIGHER 


An automatic packaging machine specially designed for rapid adja 
ability rather than convertibility. No change parts are required. Will handle 
cartons ranging in size up to 6” wide, 3” deep and 8” high, also all free ors 
free flowing products. i 





MACHINES | 
for all The cartons are held squarely in adjustable holders and the uf 
PACKAGING PURPOSES method of closing the glued flaps guarantees uniform and tightly sealed p 
—_AUTOMATIC— A double unit net weigher insures commercially accurate weights. 


ASK FOR COMPLETE DETAILS. A PACKOMATIC 


ae 


Carton Forming machines 


Carton Sealing machines ENGINEER WILL CALL WITHOUT OBLIGATION. 
Net type Weighers 
Gross type Weighers 


Volumetric Fillers a= 
Carton Lining machines ya 
Wax Wrapping machines { 
Coupon Folde ders and Feeders 

Labeling machines 

Container Sealing machines 

—SEMI-AUTOMATIC— 


Canton Sing machin PACKAGING MACHI NERY 


Gross type Weighers 


Volumetric Filles J. L. FERGUSON COMPANY, JOLIET, ILLINO! 
ellophane Wrapping machines naisco 
Branch Offices: NEW YORK CLEVELAND SAN FRA 
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/A PRIZE-WINN 
PACKAGE | 
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This Jones Milk Bottle, selected by \Jo<- 
ern Packaging as one of the Hundred 
* Outstanding Packages of the Year, car- 
* ries a Seal- Kap closure. The bottle was 
rated by the judges with a score 86.3%... 
it is noteworthy that this high rating, in 
the opinion of men who are leaders in 
their knowledge of advertising, merchan- 
dising and package design, coincides with 
the high rating which consumers every- 
where give to Seal-Kapped bottles, as dem- 
onstrated by immediate and continued 
sales increases. In two recent cases, firms 
have scored retail business increases of 
20 and 22%, and wholesale business in- 
creases of 25%. More important — these 
increases have been maintained. Within 
the last year another of our customers 
increased his retail business over 40%, 
while in one chain of eleven stores in 
the Middle West an increase of 125% in 
wholesale milk sales was scored within 
the first week of Seal-Kap use. 

These figures, typical of all experience 
with Seal-Kaps, confirm the opinions of 
Modern Packaging’s board of judges. 
Seal-Kapped milk bottles mean greater 
wholesale and retail sales. Sea|-K aps. be- 
cause of their greater convenience in use 
and the greater protec- 
tion they afford to milk, 
create a definite con- 
sumer demand for the 
Seal-Kapped milk bot- 
tle. Jip the coupon — 
send it to the American 
Seal-Kap Corporation 
and wewill send you full 
information on Seal- 
Kaps and the experi- 
ence dairies everywhere 
have had with them. 


AMERICAN 


SEAL-KAP 


CORPORATION 
1105 44th Drive, Long Island City, N. Y. 
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Name of Dairy. 








Executive's Name__ 








No. of Routes___ 





LLINOIS 
FRANCISCO 





Address_____ 
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| An honor that 


bespeaks Fort Oranges 
years of Leadership 





in the development 


and manutactum 





of folding cartons- 


ree 
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TS FORT ORANGE PAPER COMPANY! 
LS » \c\\ NEW YORK CASTLETON-ON-HUDSON, N. Y. _ = 
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START WITH AN ANCHOR 


to get the exact 
























decorative effect you want 


Before you even begin to think about design, start with a closure 
you can trust to fully protect the product. Protection is not only good merchandising, 
hat it’s indispensable—if the favorable opinion that good design creates is to be conserved. 
Leakage, spoilage, even the slightest deterioration from any source, is suicidal. But there 
’ is no need to wotry . . . all that is Anchor’s business. You can come to us secure in the 
oe § knowledge that you will get exactly the right type of closure for your product, no matter 

how temperamental it may be. That’s why we make so many types of caps. 
h From that point on, though, you write your own ticket. There is hardly a limitation—in 
Ip shape, in size, in decorative effect. For Anchor makes all kinds; caps of tin plate, of aluminum, 
of molded material. We lacquer them, plain and in colors. We coat them with specially 
e nt baked on enamel in any hue or shade. We lithograph them to carry any wording, trade mark 
or design effect. Anchor Molded Caps come in a number of standard shapes and designs, or 
private designs may be created, and in a rainbow variety of standard or special colors. 

1 f c Tell us the product to be packed 


and your problems of design ANCHOR CAP & CLOSURE CORPORATION 


and we will work with you, your LONG ISLAND CITY, N. Y. TORONTO, CANADA 


i) S* package designer or your agency Branch Offices: ATLANTA + Boston + CuicaGo + CLEVELAND + Detroit 
: Houston - Los ANGELES - LouisviLte * MONTREAL * New York * Puia- 
in producing the desired effect. DELPHIA * PiTTspURGH * ROCHESTER * SAN Francisco * St. Louis: Toronto 


Cacho. pbs aan Bit, Guchages. 
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PERFECT CLIMATE .. 3% 
LOWER COSTS 








Sag case anna 


Spring — and the gaiety continues! Winter fun at the Miami Biltmore 
swings into Springtime activities without a lull. This world-famous resort 
maintains through the budding months of the year its supremacy as the 
nation’s vacation center . . . with a full program of sports, amusements and 
social entertainment . . . the same healthful benefits — energizing ultra- 
violet rays (for which Florida is famed), iodine-laden sea water and sea 
air, mild and equable temperatures... and the same refreshing beauties of 
environment . . . enjoyed each winter by the wealthy and the great of Amer- 
ica and Europe. In fact, many persons remain through the Springtime, bee 
cause they claim this is the loveliest season of the year in Miami. 





At the Miami Biltmore everything is the same as at the height of the winter 
season — except the prices. They are lower — generously lower! Offering 
you a COMPLETE VACATION, with all the wintertime privileges, at SPE- 
CIAL LATE-SEASON RATES. These privileges include membership cour- 
tesies in the famous Florida Year Round Clubs . . . golfing at the Miami 
Biltmore Country Club . . . surf and pool bathing at the Roney Plaza Cabaiia 
Sun Club, Miami Beach . . . some of the world’s best sport fishing at the Key 
Largo Anglers Club . . . transportation by aerocar, autogiro or sea-sled to 
EVERY POINT OF INTEREST in this resort area . . . ALL WITHOUT 
EXTRA COST. In local transportation costs alone you save almost the 
amount of an ordinary hotel bill! 








Low round-trip fares, offered by all transportation lines to Miami, make even 
more attractive this opportunity to spend a springtime vacation in Miami 
at the luxurious Miami Biltmore. Escape from the blustery northern spring. 
Bolster your health with Florida sunshine and outdoor life. Rejuvenate 
your viewpoint with the Late Season pleasures of the Miami Biltmore. 


Open to July 6th 


For information, literature and 


reservations, address hotel direct Le 
or see your travel agent. « 

& 

uss 


CORAL GABLES, MIAMI, FLORID? 
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ST PRIZE THE aimST TIME 
Exhibited. The ALL AMERICA| 
TWELVE Includes the Zinc Alloy Die 


Cast Containers of the Hickok Belt Company 
.. a Ist the lst Time Zinc Die Castings Are | 


Entered in the Competition @° Z) G® Z) 


| HORSE HEAD iii ZINC 





Set ACKAGE... PAPER... PIGMENT 


| 


| a NC S ULPHIDE P; GMENTS are eliminating packaging problems. 


. A manufacturer required a waxed bread wrap, opaque and bright, ata 


. A Zinc Sulphide Pigment did it ...A far different problem 


i 
4 minimum cost. 


lof another manufacturer ...a boxboard with better color at no increase in 


| 


‘cost was required ... A Zinc Sulphide Pigment did it . . . These divers 


|examples are indicative of the broad possibilities for your service that Zin 
| Sulphide Pigments offer in paper products for packaging. For information 


M| these case histories and further information on problems of your own, wrilt 





| THE NEW JERSEY ZINC COMPANY . . 160 Front Street, New York Ci 
| | 


NEW 
JERSEY 


GINU 
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DO YOUR DEALERS 
SHOW YOUR PRODUCTS 





The package you select to carry your product 
fo its various markets is a silent salesman 
which either invites ready sale or lingers 
indefinitely on the shelf. 

Glass is a real salesman of packaged goods. 
It displays your products. It invites examina- 
fion, serves as a miniature show window, and 
tonsummates the final purchase. Especially is 
this true of Kimble Glass Vials in the pharma- 
ceutical, drug, perfume and toiletry fields. 
They lend themselves to attractive labelling, 
colorful caps or closures, and convenience 


K 











IN PACKAGES 


in carrying. Their uses are many — as drop- 
per vials, applicators, screw top and slip 
cap capsule vials, shaker vials, Goldy Seal 
Vials, etc. 

Kimble Vials are thoroughly retempered 
for greatest strength. They are automatic- 
machine - made for perfect uniformity. They 
are sturdy in construction, yet are the lightest 
weight glass packages known. They minimize 
postage and shipping expense. 

Sell your product faster by displaying them 
better—in Kimble Glass Vials! 


KIMBLE GLASS COMP 


VINELAND, 
NEW YORK ) PHILADELPHIA * 


CHICAGO ° DETROIT 


THAT WILL SELL? 



















ANY 


NEW JERSEY. 




















Did you ever see 
a Carton selling? 





ATCH women buy. We do. We've seen thousands 

of sales actually made by the suggestive influence 
of a properly designed carton. In our study we've de 
veloped a 5-point formula for successful cartons like the 
ones illustrated. A notation on your letterhead will bring 
you complete information. 


SUTHERLAND 7Aran.cosans: [Ra 
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SARANAC-SEALED 


in the modern manner 


Here they come—swiftly, one after another 
—alike as the proverbial peas. Uniformly 
sealed, every one bearing the banner of 
the manufacturer— your banner. Each 
package automatically labeled when sealed 
to carry your name or sales message far and 
wide. 


The Saranac Model D-10” Bag Sealer for 
closing bags of cellophane, glassine and 
similar materials, attaches your label simul- 
taneously as the bag top is double-folded 
and stapled. By this method, manufac- 
turers who pack their products in this type 
of bag gain extra identification for their 
products, even though the bags are un- 
ptinted—plus the added sift-proof protec- 
tion of the Saranac reverse double fold. 


and HERE ARE THE SAVINGS! 
1. IN THE LABOR BILL—Saves the services 


of one or more persons. 


? IN THE FASTENING UNITS—Because a 


* wire staples made from the coil are the 
pe rented fasteners (about 214¢ per 1000 
ples). 


3, IN THE BAG CONTENTS—Saranac 


closures are sift proof. 


































herman" 








ds IN LOSSES DUE TO ROUGH HAN- 
-_— “ 4, DLING—The Saranac seal is the strong- 
nflue est part of the bag. 
eve de: 
, like the Saranac seals on retail merchandise promote 


ittactive shelf and counter displays. 
Mite today for new Saranac Sealers Catalog. 


vill bring 





a % gt 


SARANAC BAG SEALERS, INC. PS Se 


Rd 








« 


BENTON HARBOR, MICHIGAN THs ay oe Ye 6 6@ 
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It is with pride that we show this display as several of the above labels were lithograp 
by us for Kingan & Co. 


The Michigan Lithographing Company invites manufacturers who are re-designing 
labels, wraps or advertising literature to utilize the services of its staff of experien 
designers and artists. . 


e PACKAGE WRAPPERS © DISPLAYS _ ROADSID ° OMPLETE PLANNING AND ART DEPAR N] R B o  PACKAG 


wietient LITHOGRAPHING COMPANY 


GRAND RAPIDS. MICHIGAN 


ND RY DEPARTMEN r +] . 7 KAGE WRAPPER ° DIS? y * BROADSIDI ry OLD! 


36 MODERN PACKAGING 














= he 
© 
. 
© 
é 
| : 
. 4% ~ 
© : ; 
; - 
: - 
. 
: i 
é zm > : | 
« 
~ 
1 . - 
. . 
‘ 
: « 
- 
. - 
~~ 
é 
s 
« 
! : . 
. . 
“6 
- \ 
« 
© 
6 te 
© 
q 
— 
= 
. F 
' 
. 
« t 
© 
e 
~ 
~ 
i 
/ 





sepa in the production of THREE of the winners, the 
er and Brass Cleaner fibre can, the Hickok Manufacturing Com- 
5, and the Pioneer Suspender Company molded boxes. 


ZC . Manufacturing Company and to Artcote’s many friends, we 

most sincere apologies for this omission. Artcote Papers are today 

by so. ‘many manufacturers in the preparation of their packages 

ertising matter that we sometimes find it difficult to check every 
package if tk creation of which Artcote has played a part. 


Artcote Papers are the only packaging material represented upon so many 

i inning packages. We ascribe this not to any predilection of the judges 

: ers as such but rather to the fact that the superior printing, 

embossing ‘and die stamping qualities of Artcote Gold, Silver and Copper 

Papers and Boxboard serve to enhance the appearance and improve the design 
rage ) upon which they are used. 


Call upon 4 ° ico » Papers, Inc. for full information as to the use of Artcote in 
the clu own particular peeeeuing problems. Our Development 


INC. 


N EW JERSEY 
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awarded Certificates of Merit, by Modern Packaging, there- 

by signifying the “HYGEIA” and “ZANOL” package 

families as among the “100 Outstanding Packages Designed 
ind Executed in 1933.” 


(" is indeed gratifying to have two good R-T-G clients 


The awarding of such recognition, by a distinguished package jury, 
as unique testimonial to the creative, designing and production 
ity of the makers of these packages, and is deeply appreciated. 


OF even greater importance, however, is the judgment of increasing 
of consumers, who, favorably attracted to and impressed 





PRIZE WINNERS both- 






WITH CONSUMERS 
and 


PACKAGE JURIES! 





by these products, in their newer and more attractive dress, express 
their unqualified approval by buying them—in preference to all 
competitive products. 


If you feel that your product is the best in its class, investigate the 
added sales-building possibilities of sending it to market in an 
R-T-G designed package, which possesses instant “consumer ap- 
peal.” The complete R-T-G Packaging Staff is ready to serve you 
in the same manner it does the makers of “HYGEIA” and 
“ZANOL” products. An invitation for us to call will not involve 
any obligation on your part. 


MMT HE RICHARDSON-TAYLOR-GLOBE COR? 
ae 


Creators, Designers and Producers of Sales-Building Cartons and Displays aman 
4510 WEST MITCHELL AVENUE - Winton Place - CINCINNATI, OHIO a 
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Richard M. Krause, Incorporated, again enjoys the distinction of 
producing a label on a prixe winning package. 












We earnestly solicit the inquiries of interested parties, extending 


to them the outstanding services of our creative 






designing department. 










RICHARD DM. KRAUSE INC 


52 E. 19th Street NEW YOR 
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SELECTED AS ONE OF 
ONE HUNDRED BEST PACKAGES 
USED IN 1933 


THIS PACKAGE WON... 
Modern Packaging Honorary Cup 


HE International Silver Com- 

pany has received Modern 

Packaging’s Honorary Cup 
for the package shown above 
judged to be one of the hundred 
outstanding packages used in 1933. 
This chest with the double hinged 
top is designed along modern lines, 
finished in black with etched 
chromium decorated bands on top 
and a chromium band around the 
bottom. Interior is lined with a 
fich hydrangea blue plush with 
cetise velveteen edging. It was 
one of the leading selling chests in 
the International Silver's line. 
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Pilliod containers have been win- 
Ning awards for years. Many at- 
tractive shapes, smart finishes and 
dashing color combinations have 
been used with a marked sales 
success for America’s largest manu- 


facturers. Pilliod etched wood, 
etched metal and luster flock 
covered containers are recog- 
nized as outstanding developments 
of recent years. The Pilliod Cabi- 
net Company offers the manufac- 
turer a complete development ser- 
vice supported by a wealth of 
experience, able designers, mod- 
ern equipment and a straight line 
production. 


Pilliod packages of outstanding 
beauty are not expensive and may 
be had in even limited quantities 
at a cost almost unbelievably low. 
In planning your new regular pack- 
age for special promotion, consider 
the added sales impetus possible, 
at little or no extra cost through 
the use of a Pilliod container. De- 
scriptive literature and full informa- 
tion gladly furnished on request. 


THE PILLIOD CABINET CO. 
SWANTON, OHIO 
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VEN before the jury selected these 

Ritchie-made packages among the hun- 
dred best of 1933, they had already proved 
their power to build and increase sales. 


In the consumers’ acceptance lies the real 
test of the value of a package. 


Ww. Cc e ae I T Cc H I E and 
PAPER BOXES ALLIED PRODUCTS 
CHICAGO NEW YORK 


Akron Mi li: 
Cincinnati St. Ped : 
Detroit Los Angeles 
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REDRESSING FOR ADDED SALES 
WITHIN THE STORE 


ROOF of the effectiveness of sensible and well planned 
package redesign as applied to department store items 
is evidenced in the redressing of certain company- 
branded products sold by Gimbel Brothers, Incorpo- 

rated. About six months ago this company decided upon a 
series of changes which could be applied to certain depart- 
mental merchandise. In this plan some fifty packages in the 
houseware line have been redesigned; among the company- 
branded drugs, cosmetics and toilet requisites it is contemplated 
to effect changes in about one hundred and fifty items, of which 
thirty have been completed. 

The design problem in this instance is not unlike that which 
faces the manufacturer of group products, or those which are 
otherwise closely allied, and can therefore take advantage of the 
“family resemblance’ idea in the creation and production of his 
packages. Gimbels, in addition to a complete stock of na- 
tionally known brands of merchandise, carries an extensive 
selection of products which are packaged under the company 
name and sold exclusively. 

To receive the attention merited by the quality of these goods, 
which appear on the shelves, counters and windows of the store, 
it was deemed advisable, then, to secure such designs as would 
enable a favorable contrast when company goods were shown on 
display with other branded merchandise. 

To do this, and at the same time to keep within justifiable 
limits of package production expense, was the task which 
Gimbels has solved satisfactorily from the standpoint of sales. 
The accompanying illustrations show examples which incorpo- 
rate the newly adopted designs and, in some instances, in con- 
trast with the old. 

The soaps and the dental and shaving creams use a ribbon 
design of simplest form. The cosmetics and drugs carry a 
white diffused-edge band in sympathy with the ribbon design. 
In these no changes were made in container design, stand- 


Greater simplicity and a change to more agreeable colors characterize the 
redesign of Gimbels toilet soap packages. Here are three of them, showing the 
comparison between old and new 
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ard packages being merely re-labelled and re-covered. 

The department reports a very definite and uniform 
benefit in sales as a result of the new dress, and certainly 
the visual effect is in itself a promotion that could not 
come about with the melange of nondescript packaging 
that has obtained heretofore. 

The one package of this department that was not re- 
designed has been outsold so heavily that the new 
cover is being hurriedly applied to it—this in spite of 
the fact that the change in this item was purposely 
delayed on the claim that customers had come to know 
it well in its older form. 

Some fifty packages in the hardware department have 
been redesigned with an eccentric all-over polka dot motif. 
Differing from the procedure in the drug line, the sev- 
eral manufacturers furnishing these items which are 
sold under the Gimbel brand mark have applied the 
design to these products, control of their efforts being 
accomplished by furnishing a print of the pattern and 
passing on color proofs. Again standard containers 
have been used for all of these designs. 

The repackaging job is complete in the ‘Take ’em 
Home Alive Shop,” and a great increase in sales has 


Backgrounds of shiny red, blue and green contrast pleasantly with 
white polka dots in the simple ‘‘bubble” design packages which Gimbels 
has adopted as standard for certain associated product groups. At 
right: A department “island” display of the bubble design packages. 
Oil cloth of similar design forms pillar and counter covering 


The customer has little difficulty in recognizing the bubble design 
among an assortment of other packages 
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been noted. The entire housewares division is being 
keyed to the promotion of the newly dressed products 
by bringing out table cloths, luncheon sets, chair pads 
and backs, pot holders, bird-cage covers, curtains, tie- 
backs, valances, shelving and so forth in the same 
design. 

Besides establishing uniformity and increasing cus- 
tomer recognition and acceptance of the goods, the new 
designs have added considerably to the attractiveness 
of the store displays—all of which has been accom- 
plished at a reasonable cost and with but little interfer- 
ence with the store’s routine activities. 
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For its line of toilet requisites Gimbels has adopted new labels. 
The former design is shown on the bottle in the background; the 
new, which incorporates a shaded panel and a change in lettering, 


may be seen on the bottles and jars in the foreground 


With each tube and its corresponding carton carrying a “ribbon” 

stripe, on which appears the characteristic designation, the new 

shaving and dental cream packages offer an interesting contrast 
with those usually seen 
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WILL BLOOM 
THIS SEASON 


MARY IS NOT SO CONTRARY 


“Mary, Mary, quite contrary, 

“How does you garden grow?” 

‘‘My plants do well,” said she, ‘‘because 

‘“They’re packaged now, you know.” 
(Modern version) 


OR many years the grower of flowering 

shrubs, roses and perennials has cast en- 

— vious eyes upon the grower of flower seeds. 
The easy, compact packaging and vivid, 

colorful display so easily achieved where merchandise 
could be sold in flat envelopes printed with rainbow 
illustrations hardly seemed possible with these larger 
garden products. The loveliest perennials, the sweet- 


- est roses seemed unlovely and awkward in the stores. 


Bundled together with string, identified only by crudely 
lettered labels they were hardly enticing to the customer 
and presented awkward problems to the merchant. The 
matter of stocking and displaying these items in any 
orderly or effective manner was difficult or impossible; 
also they were extremely hard to handle and to wrap. 
Many dealers who were not averse to selling garden 
seeds, tools and other equipment were not willing to 
stock these shrubs, roses and perennials even where 
they recognized that a real market existed. 

Years of experience as a grower and merchandiser in 
this field had brought this problem acutely to the at- 
tention of the Flower City Rose Company of Manches- 
ter, Conn., and in seeking a practical solution of it the 
difficulties were great. Various sizes and types of 
plants had to be prepared for sale and identified, certain 
shipping conditions had to be fulfilled in order to insure 
that the plants would arrive in healthy condition, and 
there was no experience or data which would help in de- 
veloping a more satisfactory way of packing and dis- 
tributing such garden products. — 

To this problem George (Continued on page 108) 


Complete protection and an opportunity so “‘see how they grow” are 

afforded to plants and shrubs which are packaged as shown in the 

illustration. To say nothing of the convenience to the man who 
sells them 
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IG-NIF’I-CANT, adj. 1. Having or expressing a sense. 2. Be- 

tokening or standing as a sign for something; having some convert 

meaning. 3. Important, as pointing out something weighty; 

momentous: opposed to insignificant. 4. Math. Having value 
or the determining or influential value. (L. signum, sign, facio, make.) 

The significant package is the package that has or expresses a sense; that 
betokens or stands as a sign for something; that has covert—cover—mean- 
ing; for the product. Mathematically, too, the significant package has 
value, the value that determines and influences the sale of the product. 
Even classically, the significant package literally does ‘“‘make’’ a ‘“‘sign’’—the 
sign of the product inside the package—the sign that swings the sale. The 
insignificant package? Oh well, that doesn’t matter, that just stays on the 
shelf together with the other space wasters. 

Don’t believe the significant package can do, really does do, all these 
deeds? Well then, just ask John F. Collins, manager of the Larkin Soap 
Manufacturing Department, Larkin Company, Inc., Buffalo. In the past 
two years, repackaging of Larkin soap products—hand and toilet soaps, 
kitchen and laundry chips, flakes and powders—whereby significant new 
packages replaced insignificant old packages, increased soap product sales 
twenty per cent. 

Product-suggestive coloring, directional lines, connotative designs have 
come to Larkin soap packages. Colorless, meaningless nackages have been 
etired. And the transformation wasn’t expensive, costly, extravagant. In 
many instances the transformation was conceived, designed, fabricated tight 
in Larkin’s own print shop: colorful, connotative new labels! 

Instances? The new label on the 14-oz. carton of Larkin Porcelain 
Cleanser illustrates ideally the possibilities of product connotation by means 
of a purposeful label. The label presents a startlingly striking replica of 
Porcelain itself. Its creamy porcelain color set off by green block-dividing 
lines is sufficient to inform even those who cannot read that the product 
within has to do with porcelain. Lettering is in blue and green tile blocks. 


Color, directional lines, connotative designs have come to Larkin kitchen and laundry soap 
"4 @ most casual glance at this old-and-new,' before-and-after group reveals. 
Need one be told that the new cartons stand on the lower step? 
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Larkin Water Softener, formerly insignificant in its 
unadorned one-pound package, has been transformed 
simply by the creation of a label; a label that portrays, 
appropriately for the product, the softest of waters, rain 
water, slanting from the clouds; a label that suggests by 
illustrations the wide range of uses for the product: a 
man cleaning paint brushes, a woman washing dishes, 
another man removing auto grease. 

The old plain printed 12-oz. carton of Larkin Borax- 
ine Soap Powder, colorless and devoid of all directional 
design and leading lines, is now wrapped in an orange 
and blue label with a bold lead line directing the eye 
from the product’s name directly down to the product’s 
promise. 

Just as striking as the adaptation of the label to the 
product in the Larkin Porcelain Cleanser carton 
are similar adaptations in the cartons of Larkin Clean- 
ing Soda and Larkin Carpet Soap Powder. The clean- 
ing soda is designed especially for washing woodwork, 
automobiles, linoleums, oiled floors and other varnished 
surfaces. The label, aptly enough, is designed ex- 
pressly to signify these facts. The label is a colorful 
copy of a linoleum floor! Thus also with the new car- 
pet soap powder label that represents a brilliant orange 
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A group of significant soap packages—hand and toilet soaps in the 

two top rows, kitchen and laundry soaps, chips, flakes and powders 

in the two bottom rows. These packages stepped up Larkin soap 
products sales twenty per cent 
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carpet with vivid purple paths cutting colorful purpose 
ful swaths as directional lining to the product name. 

A new product, Larkin Pure Granulated Soap, ap 
pears in a gay blue and green label that dramatizes the 
product by portraying round soap bubbles, symbolic of 
the granulated soap powder, running rampant all over 
the label. All these labels are creations of Larkit's 
print shop. Carton labeling is fully automatic at the 
rate of sixty cartons a minute on a Pneumatic labeler. 

For the Larkin Home Service Department, the Corsot 
Manufacturing Company, Lockport, N. Y., has de- 
signed five new cartons that keep pace with the carton 
labels created by Larkin. By their color and by thet 
cut these cartons make their products significath 
actually signify the product and its uses. More & 
stances? Larkin Floating Soap Flakes, in its 22-04 
carton, bears the caption, ‘“‘will not harm the most deli- 
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cate fabrics,” and conveys this fact in color—the carton 
js in delicate gray, fragile violet, pastel yellow, while the 
illustration portrays milady washing sheer silk hose, so 
sheer that her hands are seen through the hose. That’s 
how color and cut can convey the product’s purpose! 


./ Larkin Soap Chips, in its 1-Ib., 4-0z. carton, is a har- 


dier soap, merits and gets hardier, bolder carton treat- 
ment—bright green and pink, and its illustration shows 
milady returning from hanging up hardier fabrications, 
blankets and toweling. Suggestive also are the cartons 
of Larkin’s White Floating Soap showing a bar of white 
soap floating atop water, Larkin’s Yellow Laundry 
Soap, showing the family laundry on the line against, of 
course, a yellow background, and Larkin’s White 
Naphtha Laundry Soap, showing a laundry sink bub- 
bling over with snowy soap bubbles. All three of these 
soap bar cartons are hand-packed, ten bars to a carton. 
All Larkin kitchen and laundry soap chips, flakes and 
powders are machine-packed into their cartons at the 
rate of thirty cartons a minute on a Johnson Automatic 
carton filler and sealer unit. At one end of the unit a 
girl forms the cartons and feeds them to the machine, 
upside-down or bottoms up. The machine glues the 
carton bottom. The conveyor belt carries the carton 
back to the blower where the carton is turned right side 
up. From the blower, the belt conveys the carton to 
the filler and weigher. After filling and weighing, the 
carton is belt-conveyed to the top sealer. The filled, 
weighed and sealed carton then travels very slowly—to 
permit the glue to dry—to the end of the machine-run 
where the cartons are hand-packed into cases. 
Repackaging Larkin toilet and hand soaps called for 
new boxes. In the instances of the two hand soaps, the 
new cartons are graphically revealing. The camera’s 
accurate eye was focused on the problem of a new design 
for the Larkin Hard-Water Soap, packed five cakes to 
the carton, and the Larkin World’s Work Soap, also five 
bars to the carton. The hard-water soap carton, de- 
signed by Corson, bears a photograph of the five cakes 
in a modernistic line-and-shadow conception, and in 
their natural green hue. The World’s Work soap car- 
ton, designed by the Sutherland Paper Company, car- 





Labels are automatically wrapped around one-pound cartons 
of Larkin Water Softener at the rate of sixty a minute 





Filling 20-02. cartons of Larkin Soap Chips fully automatically 
at the rate of thirty a minute. The machine fills and weighs, 
seals top and bottom of each carton 


ries a photograph simply showing a cake in its natural 
tan hue being held in a woman’s hands—just hands and 
the soap. Both are striking cartons. 

More colorful are the new toilet soap cartons: Lar- 
kin’s Clover Toilet Soap, three cakes to the carton, 
(carton by the Thoma Paper Box Company and wrap- 
per by George Schmitt Company), in a brilliant yellow 
wrapper with natural-color clover blossoms in raised 
relief; Larkin’s Rose Geranium Soap, five cakes to the 
carton with its natural-color rendition of the rose ger- 
anium; Larkin’s Sandalwood Soap, three cakes to the 
carton (carton by the Thoma Paper Box Company, 
wrapper by Corson), in its exotic vari-colored carton 
portraying the palms, temples and elephants of the land 
of the sandalwood; and the new carton (by Corson) for 
that old-line favorite, Larkin’s Borated Tar Soap, 
packed three cakes to the carton, portraying a pine for- 
est, the home of the tar products. 


YF 8 


fe 2 EADERS will recall a previous article—in the 

“~ November, 1933, issue—by Mr. Fleming in 
which the repackaging activities of the Larkin Com- 
pany, in connection with food products, were outlined. 
Quoting P. G. Harlow, manager of the Larkin food and 
chain store manufacturing departments, this article 
stated, ‘‘The alert, alive, up-to-pace food manufacturer 
of today is quick to sense the quips and quirks in pack- 
aging that overnight may literally divert old trade into 
new channels. Often the retailer himself fails to sense 
these sudden changes in product packaging. But the 
critical public is mighty quick to change with the 
manufacturer and try the more alluring, appealing 
package. - Bright colors and artistic appearances prove 
their case in sheer figures on increased sales when com- 
pared with drab, rather dreary, inartistic containers.” 

In Mr. Fleming’s present contribution we have fur- 
ther evidence of the soundness of the foregoing opinion, 
this time as applied to soap products. In both cases 
improved packages have brought about desired sales 
results.—Editor. 
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ODES, codes—and still they come. Obey the 
first impulse, and the package user, alike to 
the package producer, is prone to think of the 
lengthening procession of NRA codes in terms 

of wage rates and hours of labor. Especially, in the 
face of the drive to still further shorten the working 
week and, by the same gesture, 
further boost the hourly wage 


rAtLat A SE 
IDENTIFICATION AND 


PROTECTIG@ 


by “Widen — Jae 


packaging machinery domain is the proposed supple- 
mental code for the can labeling and can casing divi- 
sion of the packaging machinery industry and trade. 
This annex to the basic code of the package machinery 
industry shows the pattern that may be followed in 
dealing, via the supplementary codes, with price 

filing and exchange and other 

practices not covered in detail 





rate. But, for the long pull, 
the mounting influence of the 
codes is likely to be expressed 
most lastingly, not in the lan- 
guage of dollars of overhead 
but rather in new-found prin- 
ciples of trade practice and 
trade policy. Let’s survey de- 
velopments from that angle. 

With code tinkering going 
on in various quarters in the 
packaging industries it may 
nevertheless be conceded that 
the outstanding developments 
of the late winter and early 





in the basic code. Following 
upon the formal adoption of 


A study of the schedules imposed on «a: 

manufacturers of packaging machinery, the . subsidiary codes ay 
as evident in the trade practices 
stipulated by NRA codes will be of 
interest to every user of packaging 
equipment. It is clearly indicated in 
the summary presented by Mr. Faw- 
cett in his contribution this month 
that, under the proposed regime, 
many of the detrimental conditions 
which have existed in the past, as 
effecting both producers and users of 
packaging equipment and materials, 
are to be corrected.—Editor. 


maker of equipment for label- 
ing or wrapping cylindrical 
packages is expected to file 
with the Code Authority or 
Sub-Code Authority a price 
list independently prepared 
showing the individual mem- 
bers current prices for all 
products of the industry which 
he carries. No sales are to 
be made except at the prices 
thus placed on file. 








spring have been bunched in . 

the field of packaging machin- 

ery. The major code of fair competition for the pack- 
aging machinery industry and trade was approved on 
October 31, last. Since then, there have been few 
serious suggestions for revisions, extensions or amend- 
ments. Such tentative hints in that direction as 
have been dropped have come in consequence of the 
remarks of W. J. Donald, executive secretary of the 
Package Machinery Institute, when he, late in February 
and early in March, addressed the code complaint hear- 
ings at Washington. 

Subsidiary codes in the package machinery field have 
supplied most of the fresh news. The general packag- 
ing machinery industry and trade code has become the 
parent of a whole cluster of supplementary or subdi- 
visional codes. Not all of these offshoots have as yet 
been approved and it may be that this issue of MODERN 
PACKAGING will be in the hands of readers before 
public hearings have been arranged for the last of the 
procession, viz., the paper box machinery section of the 
machinery medley. 

Typical and representative of the break-down in the 
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Revision of filed prices may 
be made at any time. Except 
that in the case of machines newly designed and it- 
vented, a revised price list becomes effective immedi- 
ately upon the machines being offered for sale and the 
price list shall be filed within five days thereafter. 
Such prices, together with any changes are to be opel 
to inspection at all reasonable times by any interested 
party. No member of the trade is at liberty to deviate 
from the posted prices. Or, to put it differently, 00 
maker of labeling machinery and kindred equipment 
dare sell any product in his line for any price other 
than the quotation in his last price list, as it appears 00 
file at code administrative headquarters. 

Price exchange is hedged about with rules designed 
to give all parties at interest an even break. Upon 
written application any member of the industry may 
obtain from the Code Authority a copy of the price 
list of any other member marketing similar machinety. 
To facilitate this clearing operation, each manufacturer, 
when he files his price list, is supposed to provide @ 
sufficient number of copies to enable one to be sent to 
every other memberof the trade. (Continuedon page110) 
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HE National Wine & Liquor Show & Conven- 
tion held at the Hotel Sherman in Chicago, 
March 5 to 9, was no mere convention or just 
another show. From the convention stand- 
point, when our Government at Washington placed its 
seal of approval upon the meetings by asking all dis- 


Atright: The grand prize win- 

ner in the package contest at the 

National Wine & Liquor Show— 
Lloyd’s London Dry Gin 
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PACKAGES PRE-EMINENT AT WINE & LIQUOR SHOW 


ly WD. Shade 


tillers, rectifiers and wholesale liquor dealers to be 
present to organize and set up a proper constituted 
code authority, and sent its representatives from the 
F, A. C. A., a large attendance was assured and they 
came from far and wide. Hon. Edwin C. Lowry, 
general counsel of the F. A. (Continued on page 114) 


The packages shown in the 
group strips below were ac- 
corded first, second and third 
awards, respectively 
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HE first package was nothing but a container 
which brought protection to the goods so in- 
cluded. But the feature of protection alone 
helped to create sales for smart merchandisers. 
In time—particularly in the cosmetic field—the package 
took on the added function of adorning the product, a 
duty which has now been extended to practically every 
type of package. With this development came also the 
service of packages as point-of-sale advertisements. It 
has remained for the last few years to develop a 
further package function as “‘merchandise-in-itself.”’ 

This development waited upon the creation of new 
packaging materials which would afford both package- 
permanence and package-beauty at the same time. 
With the advent of molded plastics it became possible 
for the manufacturer to make the package an integral, 
sales-creating part of his product and to endow it with 
permanent uses—either in conjunction with the product 
itself or as a separate entity—which would provide the 
salesman with talking points wholly apart from the 
qualities of the product itself. 

Re-use containers offer the packager four outstanding 
opportunities. First, they enable him to avoid direct 
price competition because the unit price of his product 
becomes the sum of the values of both product and 
package combined. The prospective purchaser aban- 
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dons a mere comparison of products and prices for a 
consideration of the re-use values of both product and 
package. In many cases products packed in molded 
containers or in other re-usable types of packages have 
commanded prices in excess of double the ordinary sales 
price of products sold without these advantages. 

Secondly, by the judicious design of his ‘‘permanent 
package” the manufacturer may insure the re-purchase 
of his particular product. In a recent instance the 
maker of a facial tissue roll so designed his molded 
tissue dispenser that it would accept no rolls other than 
those of his own manufacture. Similarly, cosmetic 
manufacturers have so planned cosmetic kits as to 
accept only one particular size or shape of cream jar. 
Quite naturally, when purchasing refills for such a kit, 
the consumer specifies the original product. 

A third advantage afforded the manufacturer who 
utilizes a ‘‘permanent”’ container is to be found in the 
continued advertising which the container achieves for 
his products. Thus belt manufacturers who have 
packaged their wares in boxes re-usable as cigarette 
containers achieve a circulation, for their trade mark and 
the implied testimonial advertising which, in the aggre- 
gate, far exceeds that afforded by any other advertising 
medium. The good will value of such advertising is 
not to be underestimated. 

A fourth opportunity for profit through the use of 
“permanent packages’ is open to the manufacturer 
who desires to engage in a special promotion. Here the 
package serves a function somewhat akin to that of the 
ordinary premium. Yet this function can be so closely 
related to the use of the product within as to insure pt 
viding the utmost possible value to that class of people 
who are the natural prospects for the purchase of the 
product under consideration. Particularly where such 
special promotions are deliberately conducted with 
little or no margin of profit, where the purpose of the 
promotion is to acquire the largest possible number of 
new permanent users of the product, this point is worthy 
of consideration. The premium, to properly servé its 
function, must attract only those people who ar 
‘natural’ users of the product. It must eliminate al 
those who would purchase the product merely to get the 





BUILDING PERMANENCY INTO 
PRODUCT-REMINDER CONTAINERS 
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premium and yet it must not eliminate any potential 
continued users. 

Nothing could so well achieve this purpose as a well 
designed utility package, particularly when the use of 
the package is closely related to the use of the product 
‘that goes with it. Thus, a cosmetic kit automatically 
selects the feminine user of cosmetics. A tobacco 
humidor automatically selects the male smoker. 

In planning a package with re-use functions, whether 
for a special promotion or for continued use with a 
product, certain considerations should be paramount. 
The package must achieve an attractiveness in itself 
that will continue through all its use in the home or 
office, without sacrificing any of those qualities peculiar 
to packages, such as display value, visibility on shelf or 
counter, and practicability from a manufacturing and 
shipping standpoint. The molded plastics lend them- 
selves particularly to this purpose. They possess, first 
of all, enduring qualities unequalled by any other ma- 
terial. Their color, their shape, their texture are all as 
nearly permanent as man-made products can be. 

Again it is necessary for the re-use package to com- 
bine display and advertising values in the store with an 
unobtrusive, non-commercial appearance in the home. 
Manufacturers have achieved this effect by a number of 
means. They have used removable labels, tags, 
printed ribbons and strings, or printed transparent 
wrappings to carry their trade mark and package infor- 
mation without permanently branding the container as 
an “advertising throw-away.’’ Yet, in so doing, they 
have not left their re-use packages unidentified. Em- 
bossed upon visible but not foo prominent surfaces, they 
have placed their names or advertising slogans. They 
thus combine the good will values of packages that do 
not shriek ‘‘Advertisement!’’ with the advertising value 
ofa permanent trade mark visible in the home. Where 
such trade marks consist of universally known and 
decorative designs they may even be placed upon the 
most prominent surfaces of the package, but care 
should here be exercised to see that the trade mark be- 
comes an integral part of the design of the molding. 
Molded plastics offer a further advantage along color 
lines. While molded boxes involve a comparatively high 
base cost (except in those cases where stock designs and 
stock molds are used) this cost is readily absorbed over 
along period because color variations can replace and 
make unnecessary frequent design changes. Thus, a 
manufacturer who would one year utilize a green 
molded container for his Christmas sales promotion 
would, in the Spring season, bring out the same product 
in the same container, molded in a color more suitable 
lothe season. While the change of color would involve 
to additional cost, he would achieve—through the new 
tolor—the full effect of a completely re-designed pack- 
age. Where there are a number of products of similar 
shape and size in a line, color variation may be used to 
differentiate between the various items in the line. 

The ease with which color may be varied in molded 
fase packages provides another advantage for the 
metchandiser. As he must consider his package as if it 





were a product in itself, color variation permits him to 
suit the tastes of the largest possible number of people. 
It permits further of the purchase of the product with a 
view toward matching the container’s color with that 
of an article which the purchaser already possesses. 
This is of particular importance when the product is de- 
signed for feminine consumption. A woman would 
gladly purchase a lavender nail polish kit to match her 
lavender dressing table, whereas she would uncere- 
moniously reject the identical kit in pink or white. 
That manufacturers appreciate the sales making pos- 
sibilities of re-use containers is demonstrated by the 
following list of products, all seen, packaged in molded 
boxes, on a single trip through a New York department 
store: candies, cigarettes, nail polish, powder, makeup 
sets, belts, suspenders, garters, military hair brushes, 
stationery, watches, jewelry, fruit cakes and perfumery. 
A final point, of the utmost importance, is to make 

certain that the container itself, the sales clerk and the 
advertising all explain and itemize the possible re-uses 
of the package. These are so varied and so numerous 
that the individual purchaser cannot be expected to 

know or remember them all. To list a few, molded 

plastic boxes are used as cigar, cigarette and tobacco 
humidors, as memorandum files, cosmetic kits, jewel, 
sewing, candy or stocking boxes, handkerchief holders, 
perfume containers and stationery receptacles. 


The illustrations reproduced on these pages are from 
designs created by Van Doren & Rideout for Toledo 
Synthetic Products, Inc. The designs are fully pro- 
tected and are intended for use only with Plaskon as the 
molding material. 
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A TESTING GROUND FOR PACKAGE PRINCIPLES 


HE more alert manufacturers are beginning to 

experience the dollars and cents value of a pack- 

age design and are beginning to appreciate this 
much neglected phase of good packaging.” 

There have been many comments from those who 
have viewed the packages entered in the 1933 All- 
America competition, but the above, as expressed by 
Vaughn Flannery in the March issue of MoperNn 
PACKAGING, seems an adequate conclusion or summing 
up of the impressions which one obtained after a careful 
perusal of the many exhibits. Certainly it was that the 
1933 packages demonstrated a greater leaning towards 
the practical and commonsense values in design and con- 
struction than has been apparent in any year since the 
package has been recognized as a merchandising device. 

Whether this trend may or may not be attributed to 
present economic conditions which call for more studied 
and concentrated efforts in merchandising is immaterial. 
The fact remains that the so-called “package conscious- 
ness” with which the consumer has been credited has 
been interpreted in a more sensible manner by the manu- 
facturer. He is beginning to see his package in its true 
light—not alone as a thing of beauty and judged solely 
from an artistic point of view but as a practical device 
for selling his goods, a merchandising vehicle which in- 
corporates all of the elements that make for consumer 
appeal and preference. 

Furthermore, the selection of his package is tempered 
with that sound judgment which dictates an economic 
expenditure for its assembly. He has grown more sen- 
sible in his use of materials because of a keener appre- 
ciation of the adaptability of those materials. And, 
similarly, he has adopted, wherever possible, such equip- 
ment as will enable him to produce his package econom- 
ically and in conformance with standards of convenience, 
protectability and durability. 

A more extensive analysis would reveal numerous 
other points characteristic of those packages placed on 
the market during the last year. While under various 
groupings all of the packages will be found to have 
similar traits, each represents an individual study — an 
attempt on the part of the user to solve a particular 
problem, that of selling his goods via the package. 


It is well, then, to consider this assemblage of pack- 
ages—or, for that matter, any collection or display in 
which a large group of packages are shown—as a testing 
ground for determining packaging principles. Obviously, 
however, it is not feasible to present pictorially to read- 
ers of MopERN PACKAGING all of the packages entered 
in the competition. But it is believed that those shown 
in the foregoing pages represent an excellent cross- 
section of well designed and constructed packages as we 
see them today. 

The March issue presented the All-America Twelve 
winners for 1933 —those packages which received the 
highest ratings in their respective groups. It was felt, 
however, that there remained, after this choice had been 
made, many other packages of outstanding merit which 
deserved signal acknowledgment among those entered 
in the competition. Therefore a selection of One Hun 
dred Outstanding Packages was made on the same basis 
of ratings as that which was followed in determining 
the twelve cup winners. To each manufacturer whose 
package has qualified in the group of One Hundred 
Outstanding Packages will be presented an honorary 
award, consisting of a miniature‘cup—a replica of the 
1933 All-America Cup. 

On page 69 and following will-be found the informa- 
tion relating to each package, as given on the submitted 
entry blanks and corresponding to the numbers on the i 
lustrations. In some instances it has not been possible to 
include all of the data, due to the fact that certain manu 
facturers, for various reasons, have preferred to withhold 
information concerning their sources of supply. 

While it is recognized that competitions do not, or cal 
not, establish definite and unassailable rules for evety 
package design, they do serve a valuable purpose in that 
comparisons among similar packages can be made and 
the opportunity for emphasis on certain outstanding 
characteristics is offered. It has been said that such com 
petitions aid in creating an incentive for “better” pack- 
ages. But the importance of this is to be doubted, for 
the real incentive for improved packages comes from 
the urge on the part of the manufacturer who seeks that 
package which will sell his merchandise better and coll 
stantly maintain its sales. 
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HE following descriptions refer to the illustrations 
of the One Hundred Outstanding Packages of 
1933 shown on preceding pages. Included with 
the designation of each package is the name of 
the user and, wherever obtainable, the names of the 
designer and the suppliers of materials and equipment. 

1. Powd-r Puf-r; Maternal Health Products, Inc.; 
designer, Anne Kennedy; tube, Lusteroid Container 
Company; display container, H. Fleisig, Inc. 

2, Patts’ Tissue Dispenser; Patts, Inc.; designers, 
E. R. Coyle and F. C. Meacham; Plaskon, Toledo 
Synthetic Products, Inc.; molded by Northern Indus- 
trial Chemical Co. 

3. Make-up Box; Kathleen Mary Quinlan; de- 
signer, Kathleen Mary Quinlan; box, Karl Voss Corp. 

4. Mary Chess Family Group; Mary Chess, Inc.; 
designer, Mrs. Avery Robinson; vials, Ruth Glass Co.; 
bottles, Carr-Lowry Glass Co.; corks, Armstrong Cork 
Company; labels, Kaumgagraph Company; decal- 
comania labels, Palm-Fechteler & Co.; boxes, Karl 
Voss Corporation, Young Brothers, Inc., and Wm. 
Buedingen & Sons; Cel-O-Seal caps, E. I. DuPont de 
Nemours; lipstick containers, Scovill Manufacturing 
Company; glazed paper, Hampden Glazed Paper Com- 
pany; printed string, Chicago Printed String Co.; 
molded jars by Tech-Art Plastics Co. 

5. Parfum Bath Salts; The Parkin Chemical Co., 
Inc.; designer, J. Jay Riskin; bag, The Dobeckmun 
Company. 

6. Hess Witch Hazel Cream; E. E. Hess Co.; de- 
signer, Harry H. Farrell; bottle, Owens-Illinois Glass 
Company; closure, Phoenix Metal Cap Company; 
label, Dennison Manufacturing Co.; cartons, Forbes 
lithograph Mfg. Co.; Cellophane, Dupont Cellophane 
Co; filling machinery, U. S. Bottlers Machinery Co.; 
labeling machinery, Economic Machinery Company; 
Wapping machinery, Package Machinery Company. 

7. Modernistic Manicure Packase; . Mi ¥.. OC. 
laboratories; designer, Kurz-Kasch Company; Plas- 
kon, Toledo Synthetic Products, Inc.; molded by 
Kurz-Kasch Company; bottle, Owens-Illinois Glass 
Company; closure, Closure Service Company. 

8% Armand Dusting Powder; Armand Co.; de- 
‘gner, Paul Rumpel; box, W. C. Ritchie & Company. 

9. St. Denis Family Group; Parfumerie St. Denis; 
designer, I. A. Vieth ; Eau de Cologne bottle, Carr 
Lowrey Glass Company; liquid polish bottles, Swindell 
Glass Co.; bath crystal jars, Hazel Atlas Glass Co.; 

wraps, R. M. Krause, Inc.; labels, Cameo Die 
Cutting & Engraving Co.; jar caps, Phoenix Metal 
Cap Company; bottle caps, Scovill Manufacturing Co.; 
Tound boxes, Improved Package Co.; set-up boxes, 


Warmer Brothers Co.; printed Cellophane, Package 
Paper Company. 


SO YOU MAY KNOW WHO'S WHO 
AMONG THE OUTSTANDING PACKAGES OF 1933 





10. Princess Louise Shampoo; Pharma-Craft Cor- 
poration; designers, Pharma-Craft Corporation and 
A. H. Wirz, Inc.; tube, A. H. Wirz, Inc.; carton, Gard- 
ner-Richardson Company. 

11. Springtime in Paris; Bourjois Sales Corpora- 
tion; designer, Bourjois Sales Corporation; bottle, 
Swindell Brothers; label, The Foxon Company; box, 
Lorscheider-Schang Co., Inc. 

12. Orlis Antiseptic; Valentine Laboratories, Inc.; 
designer, Anton Eisele; bottle, Owens-Illinois Glass 
Company; cap, Phoenix Metal Cap Company. 

13. Norwich Cold Relief Display; Norwich Phar- 
macal Company; bottles, Owens-Illinois Glass Com- 
pany; labels, Rochester Litho. Co.; display, Einson- 
Freeman Company, Inc.; cellulose caps and bands, 
Dupont Cellophane Company; metal caps, Phoenix 
Metal Cap Company and Aluminum Company of 
America; cans, American Can Company; cartons, 
Lowman Folding Box Company. 

14. Prophylactic Tooth Powder; Park & Tilford; 
designer, Chas. M. Storm Company; can, The Tin 
Decorating Co. of Baltimore; carton, The Addison 
Lithographing Company; filling machinery, F. J. 
Stokes Machine Company. 

15. Cod Liver Oil; Abbott Laboratories; designer, 
C. R. Jackson; carton, Paper Package Company. 

16. Pebeco Tooth Paste; Lehn & Fink, Inc.; de- 
signer, Lennen & Mitchell; tube, Peerless Tube Com- 
pany; carton, National Folding Box Company; filling 
machinery, Weimann Bros. 

17. Hygeia Nursing Bottle; Hygeia Nursing Bottle 
Co., Inc.; designer, W. F. Deveneau; carton, Richard- 
son-Taylor-Globe Corporation. 

18. Mosby’s Antiseptic; Mosby A to Z Company; 
designers, William Mackelfresh, Jr., and G. H. Mosby; 
Durez, General Plastics, Inc.; Durez spray cap molded 
by Plastics Molding Corporation; bottle, General Glass 
Company; carton, U. S. Printing & Lithograph Corpo- 
ration. 

19. Jasmine of Southern France Shaving Cream; 
designer, J. R. Kennedy; tube, Anchor Cap & Closure 
Corporation; carton, Dominion Paper Box Co., Ltd.; 
tube filling and closing machinery, Arthur Colton Com- 
pany. 

20. Union Drug Packages; Union Drug Company; 
designer, Hugo Lindberg; containers, W. C. Ritchie 
& Company. 

21. Spool Handi-Tape; Bauer & Black; designer, 
Willis E. Jones; sleeve, W. C. Ritchie & Company; 
spool, Decorated Metal Mfg. Co. 

22. Run-R-Stop; Camille, Inc.; designer, American 
Record Corp.; Plaskon, Toledo Synthetic Products, 
Inc.; molded by American Record Corp.; tube, Peer- 
less Tube Company. (Continued on page 116) 
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WHEN DOCTORS DISAGREE 


— Jor the fourth consecu- 


“oe ; 
£ ‘ ~ )) / aa tive year we have ob- 
\\ / be? served, first hand, the work- 

' <. A ings and conduct of the so- 


ya called package clinics, held in 
7. conjunction with the annual 
packaging conferences and 
sponsored by the American 
Management Association. At 
the conclusion of each annual 
gathering we have ventured to express, in these col- 
umns or otherwise, certain opinions with respect to 
such meetings and their accomplishment or, to put it 
quite bluntly, their lack of accomplishment. Now 
that the 1934 packaging convention has had its fling, 
we cannot refrain from expressing the opinion that the 
clinic has again muffed an opportunity to be of construc- 
tive service to the users of packages. 

Lest there be any misunderstanding, let it be stated 
that MoperN PackaGINc favors the clinic idea and 
firmly believes that, conducted along lines which en- 
courage and permit the adequate discussion of package 
problems, a real benefit to the industry can be ob- 
tained. Furthermore it believes that such discussions, 
properly conducted under the auspices of organizations 
such as the American Management Association, can 
accomplish more than if undertaken by other indi- 
viduals or groups more closely allied to the packaging 
industry and having what may be construed as a 
selfish interest. 

Outlining the course of procedure which has been 
followed in these clinics up to date, single packages or 
groups of packages are presented in turn for analysis, 
in each case the general facts concerning them being 
given by an official of the company by whom they are 
used. Then have followed remarks from the floor, 
together with opinions from package “experts,” a 
“summing up’’ by one or two of the latter, and the next 
group of packages is moved into the lime-light. 

Obviously, some such system or method must be 
employed. We are not inclined to question the routine 
as already established. But we do take exception to 
the modus operandi and the apparent failure to reach 
conclusions which can be considered of definite help to 
the greater number of those in attendance. Unques- 
tionably some good is accomplished, but this fades into 
insignificance when one considers the potentialities of 
a well conducted clinic for packages—that which under- 
takes the complete analysis of a package or a package 
group. If time is a factor, it seems to us that a definite 
limit or reduction can be placed on the number of pack- 
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ages or groups submitted, and so permit an opportunity 
for adequate discussion and the expression of more 
consequential opinion. 

During the last, and in previous clinics we listened to 
many excellent presentations or summaries of package 
procedure, as given by manufacturers’ representatives 
and affording ample opportunity for discussion that 
could involve every phase of package design, assembly 
and function. But, practically without exception, in 
each instance the arguments, pro and con, centered 
around the aesthetic consideration of the package, 
Occasionally some talk of the merchandising function 
of the package, although this generally was yanked 
back with a short rein and the discussion directed into 
its original channel. And most of the “experts,” 
many of whom are experienced and able package de- 
signers, followed the course of least resistance and 
deviated little from that which was considered as the 
desired line of discussion. A somewhat unworthy pro- 
ceeding when viewed in terms of package designing as 
generally understood today. 

Practically nothing was developed concerning the 
structure of packages, the materials used, the methods 
of assembly. Nor was consideration given to the im- 
portant technicalities involved in the production of each 
package. And yet, but a few steps away, those present 
at the clinics were permitted to view material, equip- 
ment and service exhibits which exemplified every 
phase of packaging. 

We are loath to believe that those attending the 
clinics put in an appearance merely out of curiosity, 
with the expectation of being amused or because it was 
part of the day’s work. We prefer to think that each 
had a serious purpose and hoped for something tangible 
in the way of usable information or advice which would 
bear directly on their packaging problem. 

Given such an audience—and the attendance was of 
should have been gratifying to those who promoted the 
meetings—it would seem that a more constructive wr 
formance could have been staged, that something which 
approached a more complete diagnosis of package ills 
and advantages could have been attained. 

)How to accomplish this is not a difficult problem. 
It requires but a small amount of planning, 4 fait 
measure of thinking in advance and a reasonable cot: 
sideration for the mental ability of the audience. A 
roll-call of those who took part in the discussions will 
reveal but a small percentage of those present; with 
proper encouragement this number can be in , 
thus adding effectively to the interest and attainments 


of the sessions. 
e 

















SALES STIMULANT!... Dennison’s transparent 


maximum DisPLay!... Dennison achieves full 
wrap and box for Aberle Hose. 


display value in this lovely Swank Box. 


PRIZE WINNERS 
that ‘NIN SALES 


packaged by Dewnioon 


MODERN sImPLICITY!... Dennison’sattrac- 
tive box for Eversharp Pen and Pencil. 


We're proud indeed that these Dennison packages figure so prominently 
among the winners in the recent “All America Twelve” contest. The con- 
test offered prizes for the 100 best packages, selected from 12 different 
groups. Dennison packages were entered in only 5 of the 12 groups— 
and yet carried off 6 prizes! 

This contest adds new blue ribbons to the many that Dennison has won 
in the past. Why does Dennison so often win prizes? Why do Dennison- 
packaged products win their sales-contests—in shop windows...on 
counters...on retailers’ shelves... where competition is strongest? 


SUPERIOR PRINTING!... Dennieen printed 
this label to harmonize with the carton. 





. Ninety Years of Experience 
Since Dennison produced the first 
American-made paper set-up box 
in 1844, they have dealt with every 


1...It's a Coordinated Service 
Designing... planning... printing — 
boxes, seals, labels, transparent 


wraps, tags, inserts, displays —all 


COMBINATION PACKAGE!...Dennison’s 


Boston Garter Box doubled the sales unit. 


ATTENTION VALUE! . 
Hagerstown Leather, 


For Better Packaging . 


Dennison box for 


in modern design. 


Dept. R-227, Framingham, Massachusetts. 


Please send us your FREE 
“Package Analysis Chart.” 


the work of one plant —one coor- 
dinated service. Dennison plans 
and performs any or every part of 
your packaging problem with con- 
stant emphasis on the attractive 
and convincing sales appeal of your 
entire set-up. 


variation of merchandising through 
package appeal. This rich experi- 
ence is yours to draw on. You'll 
be especially interested in the de- 
velopments of the last few years— 
in package economy as well as 
package effectiveness. 


YOUR PACKAGE ANALYZED FREE 


Let us help you improve your package. Simply send coupon for our 


FREE Analysis Chart. It’s self-explanatory... 


and has proved mighty 


helpful to many with package problems. 


.SEE Dewmioon FIRST 





DENNISON MANUFACTURING CO. 


Firm 





Address 





City 
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NDER the heading of packaging of viscous 
products will be included toilet preparations 
such as tooth pastes, cold creams and shaving 


creams; 


medicinal products such as salves, 


and some food products such as mayonnaise, mustard 
and honey. The packaging operations include the 
cleaning of containers, as already described, and in some 
instances, filling, capping, labeling and cartoning. 


Filling the con- 
tainers with a vis- 
cous product is a 
distinctively differ- 
ent operation, due 
to the nature of the 
product, and usu- 
ally calls for spe- 
cially designed ma- 
chinery, whereas 
the other opera- 
tions, once the con- 
tainer is filled, do 
not differ essen- 
tially from those 
applicable to solid 
or liquid products. 
It is therefore ad- 
visable to give 
some particular at- 
tention to the fill- 
ing machinery 
available for han- 
dling viscous prod- 
ucts before consid- 
ering other details. 


TABLE 7. 


operating speed of 60 to 80 dozen jars per hour, | 

though with certain types of product and small jg 
this speed can be increased to 125 dozen per houp 
This applies to the single-piston machine and 

course is greatly increased with the two-piston machine 
For some products a stirring device is placed in th 
feed hopper of the machine, but this is not alway 


necessary. 


SPECIFICATIONS, VACUUM SEALING (CAPPING) MACHINES 








Specifications 


Two Pocket 
Piston Vacuum 
Sealing Machine 


Three Pocket 
Piston Vacuum 
Sealing Machine 


Four Pocket 
Piston Vacuum 
Sealing Machine 








Seals per minute... 


Cap capacity 
Container limits 


Diameter (bot- 


Height over all. ... 


Space occupied... . 


Shipping weight... 


Power required... . 





25 to 55 


38 to 86 m/m 


2!/. in. to 57/s in. 
Maximum 3!/s in. 


60 in. 


24 in. x 43 in. 


Belt driven 900 Ibs. 

Motor driven 930 
Ibs. 

240 


3/4 


Belt driven 
r.p.m. 

Motor driven 
h.p. 





25 to 55 


38 to 86 m/m 


21/, in. to 57/g in. 
Maximum 3!/s in. 


60 in. 


24 in. x 43 in. 


Belt driven 950 lbs. 

Motor driven 960 
Ibs. 

240 


*/4 


Belt driven 
r.p.m. 

Motor driven 
h.p. 





| 


25 to 55 


38 to 70 m/m 


2'/, in. to 57/s in. 
Maximum 2%/, in. 


60 in. 


24 in. x 43 in. 


Belt driven 1030 
Ibs. 
Motor driven 1045 


Ibs. 
driven 240 
3/4 


Belt 
r.p.m. 

Motor driven 
h.p. 








The function of a filling machine for viscous products 
is to measure and force out, usually by means of a pis- 
ton; an accurately determined quantity of material 


sufficient to fill the container. 


The material, or prod- 


uct, may be carried in some sort of a reservoir or hopper 
on top of the filling machine or it may be piped direct 


from a large tank on an upper floor of the plant. 


Of 


course it must be so designed as to fill the container 


without air pockets, neatly and without waste. 


The 


Karl Kiefer Machine Company makes one- and two- 
piston machines for this service with adjustments for 
different sizes of jars, not tubes, having a general 


* Previous installments of this article appeared in the January, 
February and March, 1934, issues. 
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Jar filling machines are also made 


the Arthur Co t 
Company an id 
others. a 
With some prod: 
ucts it is desirabl 
to fill the 
tainers while 
material is 
warm or hot 
under such ci 
stances it is 1 
to cool it bei 
capping. Thi 
may be done om% 
conveyor the speé 
of which is _ 
justed with spe 
to its length th 
the jars will be oo 
when they fe 
the capping tt 
Another type off 
cooling convey! 
consists of a a : 
of parallel be 
with adjacent om 


traveling in opposite directions and so arranged that th 


jars are transferred from one to another. 


They hi 


the advantage of taking up a minimum of lineal § 
Of course the seals for jars and glasses contal 


viscous products are almost invariably those : 
for comparatively large openings. 


PU 


They are, C0 7 


quently, of the screw or clamped cap variety. 
are applied in about the same way as already outlit 
for liquid products where the openings are of si 


size. 


There are several machines designed for 


work. For instance the Anchor Cap and (is 
Corporation has machines which apply the mecess®y 
vacuum and affix the seals or closures. The perio? 


ance of these machines is shown in Table 7 


on page 
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The J. R. Watkins Packages vary 
in weight from 114 oz. to 4 Ibs. 
The entire group is swiftly and 
accurately filled on the S & § 
Universal Filling Machine. 


Stokes & Smith Engineers will 


gladly co-operate in solving your 


packaging problem. Write for 
information. 


STOKEQS)MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Philadelphia, U. S. A. 
British Office: 23, Goswell Road, London, E. C. 1 








































































Before considering the operation of tube filling it will 
be interesting to pause a moment and consider a modern 
layout for the packing jars with a viscous material. 
This will illustrate the general principles involved, the 
equipment available for that kind of work and will also 
be suggestive of what may be the economical procedure 
in many average situations. The equipment for put- 
ting up Blue Seal mayonnaise dressing by the Blue 
Seal Food Products Co. will furnish an excellent ex- 
ample for this purpose. 

The glass jars in which this product is sold to the 
public are placed on a spiral gravity chute which de- 





Complete cartoning of face cream tubes at the rate of 150 per 
minute ts done on this machine 


livers them either to the store room or to the production 
belt. We will assume the latter in which case the 
jars are taken to a tumbler washer and dryer made by 
the U. S. Bottlers Machinery Company. In this 
operation the jars are washed, sterilized and dried. 
The jars are then carried to the automatic filling ma- 
chine after traveling over a special conveyor which 
gives them time to cool down to room temperature. 
Filling is carried on at the rate of 60 jars per minute. 
The filled jars then proceed to the capping and labeling 
machines, and at this point the line is split in two so 
that two capping machines, made by the U. S. Bottlers 
Machinery Company and operating at the rate of 
30 per minute, take care of the required production. 
The capped and labelled jars are then delivered to the 
packing department and taken from there to the stock 
room on a belt conveyor. 

When the product is contained in a tube the filling is 
done by machines which include a unit for closing the 
tube and consequently the capping operation can be 
done away with. The rates of production vary from 40 
to 60 tubes filled per minute, depending on the size of 
tube, kind of product and make of machine. Most 
of the machines on the market are adjustable for vari- 
ous sizes of tubes. These include those made by the 
Karl Kiefer Machine Company, the Arthur Colton 
Company and the F. J. Stokes Machine Company, 
among others. These companies make machines for 
closing the ends of the tubes without clips which, in 
general, is more economical than using clips. They dis- 
charge the filled tubes on to a table or conveyor which 
delivers them to the cartoning machine. 
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One of the accompanying illustrations shows a car. 
toning machine made by the F. B. Redington Com. 
pany for automatically cartoning Pond’s face cream jn 
10-cent tubes. The cartons are automatically feq 
from a magazine and formed; circulars are auto. 
matically fed from their magazine and folded to the 
required size; the tube and circular are automatically 
inserted into the carton and the machine then cloges 
the carton by tucking in the end flaps. This is done 
at the rate of 150 cartons per minute. 

Another illustration shows a Package Machinery 
Company wrapping machine in operation at the Col- 
gate-Palmolive-Peet Company. This is an adjustable 
machine for wrapping various sizes of packages and 
has a high rate of production. This is not always a 
necessary step in the production of a finished package 
but where this must be done it is sure to be more eco- 
nomical to do it mechanically than by hand where 
any considerable quantities are involved. 

The machinery, especially for filling, which has been 
discussed here should be looked upon as standard. 
Practically all the manufacturers are emphatic in saying 


. that whenever a producer of packaged goods is in the 


market for a filling machine he should send a sample of 
the container and..product with his inquiry. This 
will make it possible for the machinery manufacturer 
to suggest the best type of machine for the job and also 
to specify special attachments if any are needed. In 
fact this procedure should be followed with respect to 
inquiries relating to all types of packaging machinery 
for all kinds of products as it will avoid much misur- 





Adjustable wrapping machine as used at Colgate-Palmolive-Pee 
plant for various sizes 


derstanding and trouble and possibly avoid unneces 
sary expense. It is possible that in some cases a slight 
change in the design of a package might make the ust 
of a standard machine practicable, or otherwise reduct 
production operation costs. (To be continued) 


National Confectioners’ Association, concurrett 
with its fifty-first annual convention, will hold its 
eleventh annual exposition at the Waldorf-Astoria 
Hotel, New York, June 11 to 15. John J. Ballweg 
of the Novia Candy Company, Brooklyn, is chairman 
of the exposition committee. Offices of the expos 
tion management are at 232 Madison Ave., New York. 
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manufactured there, you will find exactly 
the type to meet your every demand for 
protection, display and economy in food 
packaging. 





We invite you to examine them, compare 
them point for point with your present 
lining and wrapping material, then check 
their cost and make your own decision. 
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ITH guests numbering two hundred and in- 

cluding representatives of leading package 

users, packaging material and equipment 

suppliers and designers, MODERN PACKAG- 

ING held its second annual dinner for the presentation 
of awards to the winners of the 1933 All-America 
Twelve Package Competition the evening of March 14, 
in the North Ballroom of the Hotel Astor, New York. 
D. E. A. Charlton, editor, acting as toastmaster, first 
paid tribute to the judges of the 1933 competition, as 


follows: Katharine A. Fisher, 
director of Good Housekeeping 
Institute; William M. Bristol, 
Jr., vice president, Bristol- 
Myers Company; Vaughn 
Flannery, art director, Young 
& Rubicam; Charles Austin 
Bates of Charles Austin Bates, 
Inc.; Traver Smith, vice presi- 
dent, Standard Brands, Inc.; 
Egmont Arens, industrial styl- 
ist, Calkins & Holden, and 
Harry Hollas of John Wana- 
maker. Mr. Flannery re- 
sponded on behalf of the 
judges, outlining the work 
which had been done and re- 
lating several of the experi- 
ences which took place during 
the judging of the packages 
on Jan. 9 of this year. 
Following this acknowledg- 
ment was made of the various 
favors tendered the guests, 
these being as follows: Pro- 
grams, Michigan Lithograph- 
ing Company; Campana’s 
Italian Balm (tubes), Campana 


Corporation; garter-ashtrays, Pioneer Suspender Com- 
pany; ashtrays, stirring spoons, glassware and Paul 
Jones “splits,” Frankfort Distilleries, Incorporated. 
Each guest also received a copy of the 16-page color 
insert which was included as a special section with 
PACKAGING. The ar- 
rangement of these made a colorful display. 

Stuart Peabody, director of Advertising and Com- 
mercial Research, The Borden Company, and chairman 
of the board of directors, Association of National 
Advertisers, Inc., gave the principal address, choosing 
for his subject, “Trends in Merchandising.’”” Mr. Pea- 
body said in part, “It seems to me there is, or should 
be, a direct connection between dress and package de- 
sign. I don’t mean, of course, that manufacturers 
should change their labels and containers as often 
as ladies change their styles, but surely it would be 


the March issue of MopERN 
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THE SECOND ALL-AMERICA DINNER 


Stuart Peabody made the principal address and presented 
the 1933 cups at the All-America Dinner, March 14. 








sound practice every few years to cast a critical eye 
over all designs and to make sure they are in harmony 
with trends in dress, architecture, furniture, and art, 
Who can say how these twelve splendid examples (the 
1933 All-America winners) we are about to honor, 
will meet display conditions and consumer preference 
ten years hence? Good design, of course, is ageless, but 
popular taste changes, and many of us must cater to it, 

“I am quite willing to throw whatever influence I may 
exercise behind a movement for more frequent package 


overhauling, because I believe 
that industrial designers have 
been responsible for the latest 
and one of the greatest con- 
tributions to modern mer- 
chandising. 

“It is conceded by many 
that the excellence of art 
treatment in design in publica- 
tion advertising resulted in 
the material improvement in 
appearance of the editorial 
pages of the magazines. | 
don’t consider it too fantastic 
to believe that we shall see the 
time when housewives will do 
over their living rooms to 
bring them up to the standard 
of new vacuum cleaners, of 
change the color scheme of 
bathrooms to match cans of 
soap powder. 

“Then just ahead there is 4 
new packaging design prob- 
lem. When the Tugwell bill 
or its. substitute passes, the 
food, drug and cosmetic it- 
dustries alone will keep you 


busy 24 hours a day trying on one hand to create pack- 
ages which will include all the information the wel- 
intentioned gentlemen in Washington feel the cot 
sumer is entitled to, and, on the other hand, avoiding 
the penalties provided in the same bill for slack-filled 
containers. I wish you luck.” 

Mr. Peabody then made the presentation of the 
1933 All-America Cups to representatives of thos 
companies who submitted the winning packages, and fe- 
sponses were given by the recipients as follows: 

Bag and Envelope Group—American Coffee Cor 
poration, received by F. W. Buxton; 

Collapsible Tube Group—Campana Corporatiot, 
received by I. Willard Crull; | 

Wrappings Group—Encyclopaedia Britannica, 
received by F. H. Hooper; 

Bottle and Jar Group— (Continued on page 108) 


Inc., 
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UNDREDS of manufacturers are using KIMPAK Crepe 

Wadding to safeguard their products during ship- 
ment. They have found from experience that goods arrive 
without mars, scratches and breakage that often result 
from ordinary packing. They appreciate the economy, 
too, of KIMPAK. 

Now, another advantage has been made available to users 
of KIMPAK. It can be furnished backed with colored slass- 
ine paper to make products look better, be more salable. 

At the right, above the coupon, is shown a sample of 
KIMPAK backed with red glassine paper, which was used 
in covering the 1934 Modern Packaging catalogue. Various 
colors and backings are available with KIMPAK—to fit 
all needs, 

You can use KIMPAK for protecting all items for ship- 
ping, from cosmetics, perfumes, to the highly-polished 
surface of radios, refrigerators, etc. 

KIMPAK is a soft, resilient, fluffy crepe wadding — free 
of dirt, grit and foreign substances, KIMPAK also comes 
in rolls, sheets and pads of various thicknesses. 

Let us help you solve your packing problems. Just 


mail the coupon under the sample, immediately. 4 A MAI L TH E C @] U PO N 
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FOURTH ANNUAL CONFERENCE ENCOURAGES 
SALES PROMOTION USE OF PACKAGE 


ITH the avowed purpose of keynoting the 
session of its fourth annual convention 
to the topic ‘“The Package’s Part in Suc- 
cessful Promotion,’’ the Packaging, Pack- 

ing and Shipping Conference, Clinic and Exposition, 
sponsored by the American Management Association, 
opened its meetings on the morning of March 13 at the 
Hotei Astor, New York. Conducted under the direction 
of Irwin D. Wolf, secretary of the Kaufman Depart- 
ment Stores, Inc., and a vice president of the American 
Management Association, these activities were staged 
concurrently with a consumer marketing conference to 
which the sessions on Friday, March 16, were devoted. 
John G. Goetz, managing director for the American Man- 
agement Association, was in charge of the arrangements 
and their execution, and to him and his associates belong 
the credit for the success attained by the convention. 


The total registration at the conferences and expo- 
sition numbered over forty-five hundred, although 
actually those attending exceeded this figure for record 
was kept only of those who were directly connected 
with the packaging industry either as consumers or 
suppliers. The exposition, open every afternoon and 
evening from 1:00 to 10:00 p.M., polled an excellent at- 
tendance and the conference sessions, held each day 
from 10:00 a.m. to 1:00 p.M., likewise received inter- 
ested attention. The exhibits, which exceeded those 
of previous years in originality and comprehensiveness, 
presented a complete cross-section of materials, equip- 
ment and service as related to the industry, and offered 
a splendid opportunity for first-hand study in package 
design, construction and assembly. 


The first day’s session, during which R. L. Beach of 
the General Manufacturing Department of General 
Electric Company presided, was given over to problems 
of packing and shipping and included the following ad- 
dresses: ‘“‘The Value of Special Studies in Packing 
and Shipping,’’ by C. M. Bonnell, Jr., editor of Bon- 
nell Publications; ‘‘Effective Packing for Distribution,” 
by Edward Dahill, chief engineer, Freight Container 
Bureau, American Railway Association; and ‘“‘New 
Developments in the Packing and Shipping Field,”’ 
by J. R. Watkins, manager, Fibre Container Depart- 
ment, Brunt and Company. 


In packing freight for shipment, stated Mr. Watkins, 
some of the important points to be considered are the 
following: The packing material and style of package 
must give full protection to the commodity and yet 
be the least expensive; the commodity must be packed 
to insure perfect condition when delivered; the style 
of packing must secure the lowest classification; the 
package must have the minimum dead or tare weight; 
the package must give the greatest returns through 
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advertising the commodity and the manufacturer of 
the commodity. 


In the first address given at the packaging session 
on Wednesday morning, Dr. L. V. Burton, editor. of 
Food Industries, outlined in an illuminating manner 
several of the conditions imposed by the Copeland Bill, 
particularly as relating to Section 7 of S.2800 and as 
affecting manufacturers, packers, sellers and distriby- 
tors of food products. Dr. Burton stated that at the 
last hearing of the bill, previous to his talk, ‘‘it was 
clear to any food manufacturer that the Government 
hopes to control the structural design of containers 
under sub-section 7 (a) and also that some wholly 
new packaging technique needs to be developed in 
order to keep out of jail. It imposes some rather 
awkward problems on the production department ag 


well as on the sales department.” * 


As an indication of what food manufacturers 
expect should §.2800, as it now stands, be fully 
plied with, Dr. Burton pointed out the followi 
“Biscuit and cracker bakers will have to change every 
label for all of their products except bread, for up i 
date there is not a single legal standard for any biscuit” 
or cracker. Each product has its own label and a 


label for each of several different sizes of packs 

The number of labels owned by a fairly large concen 
can easily run up into the thousands. One concern has” 
more than 6,000 labels, every one of which must be ee 
designed with a declaration of the ingredients. 
side of the artwork, the cost of changing a plate from 
which a label is printed runs somewhere in the vicinity 
of $25 which means that such a concern will have 
spend $150,000 inside of six months besides jumkimig” 
any old labels that may be on hand. That sum @ 
money figures out at about 30:cents per share on 
capital stock—quite a tax! The cost to the whole 
biscuit and cracker baking field is about $1,000,000), 
just to gratify somebody’s whim down in Washing 


Arthur S. Allen, the next speaker, in his addres 
‘From Letterhead to Freight Car,” presented the st 4 
of the redesign of the complete line of packages 10f 
Kingan & Company, showing examples of each and 
pointing out the manner in which the newly created 
design has been applied to various activities of Mi 
company. In this work it was necessary to develop 
special materials, such as inks, papers, etc., to meet - 
specifications laid down by Mr. Allen and his i 
Many of the points mentioned in his talk were includee 
in Mr. Allen’s article “Established Meat Products it 
New Dress’ which appeared as an initial release in the 
February issue of MODERN PACKAGING. i 

The first of the two packaging clinics followed Mr 


Allen’s address. Several packages were presented for 








Tin that Turns into 
Rainbows of Color 


EEKIN specializes in perfect colors on 
metal—in aristocratic containers, if you 
please, but costing surprisingly little. Heekin 
is famous for its colors—not only because 
they are perfectly harmonized and lasting on 
containers — but because Heekin colors are 


ground, blended and mixed by Heekin. 
Heekin Lithographed Cans are the exact 
reproductions of what you desire — whether 
it is a passionate scarlet or a summery blue. 
Let us serve you as we do hundreds of others. 
THE HEEKIN CAN CO., CINCINNATI, O. 
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analyses and were discussed by various package con- 
sultants and designers, among whom were the follow- 
ing: Arthur S. Allen, Egmont Arens, Virginia Hamill, 
Gustav Jensen, Robert Leonard, Ben Nash, Roy 
Sheldon, Joseph Sinel, Edwin Scheele, George Switzer 
and Martin Ullman. Comment, with reference to the 
clinics, is included elsewhere in this issue inasmuch as 
it is believed by MopERN PACKAGING, and has been so 
expressed by many of those in attendance, that this 
part of the annual conferences can be of greater bene- 
fit to users of packages if the discussions are broader 
in scope and more comprehensive. 


O. F. Benz, director of sales, Du Pont Cellophane 
Company, presided during the packaging session 
Thursday morning. The first paper was presented by 
C. R. Miller, director of merchandise design and con- 
trol, Eli Lilly and Company. Mr. Miller outlined the 
experiences of his company in developing a standard 
design for its products, and mentioned the methods 
used in the selection and application of the various 
packaging materials and their assembly. Mr. Miller 
said in part: “The advantages of a standard design 
were soon appreciated. The dress of each new item 
added to the list was predetermined and it was not 
necessary to cast about for some new design each time 
a new product was offered. Then, too, as old packages 
were converted to this standard design our packages 
took on a family resemblance. Our advertising division 
welcomed the new dress, and soon Lilly packages be- 
gan to be reproduced in the ads appearing in various 
medical journals. The design was extended to litera- 
ture, mailers and samples, and served as a key-note in 
the exploiting of Lilly products to the profession. 


‘Before long it appeared that this standardization 
had been carried too far, and it was quite possible that 
certain products, similar in character, offered in the 
same package size would be confused. To overcome 
the possibility of this confusion no change was made in 
the border design of the package, but instead a dif- 
ference in background color was decided upon and a 
system of background colors was established. 


“Most important in the control of printed materials 
is the preparation of adequate printing plates. This is 
particularly true of this design, because one given 
master plate may be repeated several hundred times, 
as it is extended to all of the various items offered in 
that same package size. Another important pre- 
caution is the selection of inks that can be repeated with- 
out variation. This is hard to accomplish unless the 
inks selected have the same color when wet as when 
they are dry. 


‘“‘Where high speed filling and finishing equipment is 
employed in the assembly of packages, materials must 
meet specifications, otherwise that equipment does not 
function properly. For this reason a test laboratory 
is maintained and two well trained inspectors of ma- 
terials are given the responsibility of examining repre- 
sentative samples from all lots of incoming materials. 
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These inspectors are familiar, not only with the as. 
sembled package since they are members of the depart- 
ment that designed the package, but are also completely 
familiar with the machinery that effects that assembly, 
Standardized testing equipment is used as much as 
possible. Where standard tests have not already been 
established then our own tests are devised and followed. 


“Thus the functions of both design and control are 
supervised by one department, as it has been established 
that the ultimate appearance of a package depends not 
only upon the design of the materials that go to make 
up that package, but also upon the quality and exact- 
ness of the materials that are assembled.” 


In a paper prepared by Frank Carson, advertising 
manager of Canada Dry Ginger Ale, Inc., the part which 
a new bottle played in the distribution of Canada 
Dry’s Sparkling Water was interestingly told. “With 
a thorough appreciation of our problem,” stated Mr, 
Carson, ‘‘it was decided that the big gun of our open- 
ing attack was to be not only an unusally attractive 
new type of bottle, different from any other bottle on 
the market in appearance, but, even more important, 
it had to be a different size or capacity and likewise 
priced more attractively to the consumer than our 
competitors. In collaboration with the Whitehall 
Tatum Company and Arthur S. Allen we designed and 
produced a 28-oz. iridescent, rainbow effect, frosty, 
transparent bottle dressed up with a shiny silver foil 
body label featuring a sparkling diamond. Unusual 
in effect it adapted itself one hundred per cent to the 
job intended. It made for excellent display on the 
dealers’ shelves and in their windows and looked mighty 
cool and attractive on bars and on the tables of smart 
hostesses in private homes. 


“After a six months’ trial period in Metropolitan 
New York and New England—during which time we 
did not take advantage of either newspaper or magazifie 
advertising, confining ourselves only to display of the 
product—we were convinced that a definite market — 
existed in the minds of the public for this new water | 
in an attractive bottle and in a new size. 


‘‘When national distribution was decided upon We 
switched our entire national magazine copy from Canada 
Dry Ginger Ale to Sparkling Water using full page 
in color in some seven or eight national publications — 
It was in preparing this series of eight full page color : 
advertisements that we paid our real compliments 
the package. In each of the illustrations a bottle was 
featured in the most prominent manner—sometime 
one bottle, sometimes two or even three. Roughly, 
sixty per cent of the space was devoted to showing the 
public what this new bottle of water looked like. 


“At the present time—some 20 months since 
launched this product—we are selling an ever-increa® 
ing volume of Sparkling Water in 48 states. Over 
eighty per cent of our jobbers have purchased 
and our records indicate a one hundred per cent 
in repeat orders.” 
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A & P WINS THIRD WOLF AWARD 


HE Third Irwin D. Wolf award for the most 
effective package developed and placed on the 
~ market between Jan. 1, 1933, and Feb. 15, 1934, 
was presented to Anton Friele, president of the 
American Coffee Corporation, at a luncheon held at the 
Hotel Astor on March 14 and given by the American 
Management Association as a part of the program of 
the Fourth Packaging Conference and Exposition. 
The winning package was the Red Circle Coffee 
bag used by the Great Atlantic & Pacific Tea Company 
and was designed by Egmont Arens of Calkins and 
Holden. The judging of the packages in the Wolf 
competition, - which numbered slightly over three 
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hundred entries, took place on March 12, the selec. 
tions being made by the following committee: Ralph 
Alexander, Columbia University; Richard F. Bach, 
Metropolitan Museum of Art; Alon Bement, National 
Alliance of Art and Industry; Fred G. Cooper; Kath- 
arine Fisher, Good Housekeeping Institute; Harry L, 
Gage, American Institute of Graphic Arts; W. Gor- 
don Latham, Fort Orange Paper Company; Harriet 
Sartain, Moore Institute of Art, Science and Industry; 
Marion Taylor, The Fashion Group; Walter Dorwin 
Teague. 

The Red Circle Coffee bag was judged first in the 
classification of paper bags (Continued on page 104) 
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A group of the packages which won honorary awards in the Wolf competition. Those shown include selections in the following 
groups, from left to right: Miscellaneous; molded plastic container; merchandising ingenuity; visible display, and display ow 
tainer. Other packages receiving awards in this competition are illustrated elsewhere in this issue 
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: a HE convenient and decorative sample 
cabinet was molded by Chicago Molded 
Products for the Western Shade Cloth Com- 
pany... Roosevelt Hall cigars in a new set-up 
hinged paper box made by G. A. Bisler, Inc. 
Note the tricky cover support-slide...A 
feature of the new Texaco Dry Cleaner pack- 
age is the scarlet molded screw cap closure, 
used to lend a touch of color and prevent 
sticking, binding and rusting. Photo by cour- 
tesy of Durez . . . Lithographed cans in three 
sizes are used by the Neverring Manufacturing 
Company for cleaning fluid. Note the gallon 
size which carries “endorsement” copy on the 
rear display panel. Seals and caps are made 
by Ferdinand Gutmann & Company. 
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&owxsors Easter package consists of a 
white octagonal box with a purple orchid 


design and contains three Evening in Paris items, 
Suitable also as a Mother’s day gift package, .. 
Different colors identify each assortment of the 
John O. Gilbert (Los Angeles) confections, the 
packages having been redesigned by Noel A. 
Petter ... Dreskin won hands down in the 
name contest held by Campana for this new 
product. Here is the complete package. Photo 
by courtesy of Phoenix Metal Cap Company... 
The Demeritt Company considers convenience 
for the housewife in the compact “Holdiast’ 
clothes pin package, made by Stone & Forsyth 


Company. 
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T’S a far cry from Farmer Jones to the present 
day purchaser of Montgomery Ward & Co. 
merchandise, either through the mails or in 
one of the Ward retail stores. 

Perhaps you recall Farmer Jones, or Smith or what- 
ever his name actually happened to be. Years ago he 
sat down, tongue between teeth and with rancor in his 
soul, and penned an immortal and amazingly profane 
classic. The legend relates that he had ordered and 
received a pump from a mail order house. 
Much to his distress, he could not find 
the handle and, both in sorrow and 
in anger, he wrote his famous 
letter to ask, at considerable 
length, how the vendor ex- 
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Order for New Subscription 


*e e MODERN PACKAGING: Please enter 
the following New subscription and 
send bill for $5.00 to cover one year. 


Products Manufactured. 


And they are St ward cistomers, changed in ideas 
and tastes but well acquainted with that firm’s reputa- 
tion and methods of doing business. 

In the days when Farmer Jones wrote his letter, it 
was perfectly permissible and proper for mail order 
houses to pay scant heed to the packaging of the goods 
they sold. Any container of convenient size—even a 
paper bag would do. But all that has changed and 
no one knows it better than Montgomery Ward & Co. 

Let it be understood right from the start that this 
great and famous old Chicago firm has a distinctly 
individual merchandising situation. Ward customers 
may be primarily interested in the advantageous prices 
of Ward merchandise, but it has been the careful policy 
of the company always to offer quality merchandise, 
obtained from reputable manufacturers. Such mer- 
ee supplied on contract usually bore the makers’ 

rand name as well as the signature of Montgomery 
Ward & Co, In many cases the trade or brand name 


MONTGOMERY WARD PACKAGES GET A “NEW DEAL” 


Your position (or profession) ..........c0cccccscccssssesssssesssssessssvesee 
CANADA-~$7.00 A YEAR FOREIGN-$6.00 A YEAR 


by Emory Se "FUsrddwed 


which identified the product was exclusively Ward’s. 

When the company entered the retail store field, its 
shelves and cases contained many thousands of items 
of house wares, drugs, hardware, textiles and other 
goods necessary to the retail general merchandise 
business—manufactured and packaged by hundreds 
of independent and unrelated manufacturers. Among 
them were many nationally advertised items, pur- 
chased by Ward's on the usual basis. Although exact 
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[ OURJOIS’ Easter package consists of a 


white octagonal box with a purple orchid 
design and contains three Evening in Paris items, 
Suitable also as a Mother’s day gift package... 
Different colors identify each assortment of the 
John O. Gilbert (Los Angeles) confections, the 
packages having been redesigned by Noel A. 
Petter ... Dreskin won hands down in the 
name contest held by Campana for this new 
product. Here is the complete package. Photo 
by courtesy of Phoenix Metal Cap Company... 
The Demeritt Company considers convenience 
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MONTGOMERY WARD PACKAGES GET A “NEW DEAL” 


by Emory Ee: "Wisdiad 


T’S a far cry from Farmer Jones to the present which identified the product was exclusively Ward’s. 

day purchaser of Montgomery Ward & Co. When the company entered the retail store field, its 
merchandise, either through the mails or in shelves and cases contained many thousands of items 

one of the Ward retail stores. of house wares, drugs, hardware, textiles and other 
Perhaps you recall Farmer Jones, or Smith or what- goods necessary to the retail general merchandise 
ever his name actually happened to be. Years ago he business—manufactured and packaged by hundreds 
sat down, tongue between teeth and with rancor in his of independent and unrelated manufacturers. Among 
soul, and penned an immortal and amazingly profane them were many nationally advertised items, pur- 


classic. The legend relates that he had ordered and chased by Ward’s on the usual basis. Although exact 
received a pump from a mail order house. 
Much to his distress, he could not find 
the handle and, both in sorrow and 
in anger, he wrote his famous 
letter to ask, at considerable 
length, how the vendor ex- 
pected him to operate the 
such and such pump with- 
out a handle. 

Although the letter 
was itself masterful, 
it was his postscript 
that added genius to 
the document and 
guaranteed its immor- 
tality: “P.S. Pleez 
excuz this letter. I 
just find the so-and-so 
handle in the such-and- 
such box.’’ 

Farmer Jones has a radio 
flow, and a car, and grown sons 
and daughters, all of whom are as 
well informed and modern as any 
city bred folks you might mention. In 
fact, they may be living in the city today. 

And they are still Ward customers, changed in ideas 
and tastes but well acquainted with that firm’s reputa- 
tion and methods of doing business. 

In the days when Farmer Jones wrote his letter, it 
was perfectly permissible and proper for mail order 
houses to pay scant heed to the packaging of the goods 
they sold. Any container of convenient size—even a 
paper bag would do. But all that has changed and 
Ho one knows it better than Montgomery Ward & Co. 

Let it be understood right from the start that this 
Beat and famous old Chicago firm has a distinctly 
dividual merchandising situation. Ward customers 
may be primarily interested in the advantageous prices 
of Ward merchandise, but it has been the careful policy 
. company always to offer quality merchandise, 

ed from reputable manufacturers. Such mer- 

dise supplied on contract usually bore the makers’ 
wor pm as well as the signature of Montgomery 
0. In many cases the trade or brand name 
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figures are not available, Ward executives estimate that 
their stock lists contain a total which amounted to 
about forty thousand items. 

The fact that the company sells to every state in the 
Union and many countries scattered about the globe 
adds to the complexity of Ward merchandising prob- 
lems as well.as to the length of its lists. As the mer- 
chandising organization became adjusted to the dual 
methods of present day Ward selling operations, the 
importance of packaging in relation to sales volume 
quickly entered into its most serious deliberations, 

Just where the idea originated in the organization 
would be hard to determine. It is probable that no 
one person was responsible, for Ward is endowed with 
an alert and progressive executive personnel. More- 
over, it would not be possible for us to mention the 
name of the moving spirit behind the repackaging 
operations now being carried on, even though we might 
know of such an individual. Strict company policy 
forbids mention of personalities 

Doubtless the movement had its prophets but one 
can hardly say that they were voices crying in the 
wilderness. Opposition was met with in some quarters, 
but not many and not for long. Those who doubted 
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most have become the strongest supporters of the 
movement since definite results have been seen. 

A Bureau of Design was established to carry out not 
only the modernization of packages in cooperation with 
department executives, but to go still further and to 
reorganize and harmonize in modern style the styling 
and decoration of products as well. Already some of 
that work has been done on such merchandise as 
bicycles, refrigerators, stoves, washing machines, etc. 

The task was looked upon in a broad and compre- 
hensive manner. It was decided that every item on 
the huge merchandise list should be repackaged. 
Further, the job was to be done in as economical a 
manner as possible. In other words, radical depar- 
tures were taboo if they involved expense of production 
greatly in excess of previous costs. Surprisingly, per- 
haps, there was little difficulty experienced in that 
direction. Actually, a number of worth while econo- 
mies were found and effected. 

The most radical, and consequently interesting, de- 
cision made was that whereby trade or brand names 
were abolished. Not in every instance has that been 
true, but to all intents and purposes that has been the 
procedure. Every item is to be ‘“Ward’s” pure and 
simple—and that includes nationally advertised mer- 
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On parade, the new Watt 
packages convey distinchonam 
\W carry the impression of 
A\ for each of the products 50 Gir 
j A ws tained. Of simple yet sirikim 
Pacem design, they are modern ® 
Ss every sense 











But four sizes of modern glass tablet bottles 
were required to replace these old style wooden 
ware containers shown at the right 
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“From then to now’’ 1s shown in the three groups 

of packages reproduced on this page—a transition 

that speaks volumes in package redesign attain- 
ment and consumer appeal 
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Same products but in new packages. 

And the change in each case is one 

which undeniably is pleasing to the 

Ward customers. No small job of 

redesign, this, when it ts considered 

that stock lists contain about forty 
thousand items 
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chandise. Naturally, there must have been some 
heated sessions before that point was carried! The 
results have been highly enlightening. It was dis- 
covered that a nationally advertised product, repack- 
aged and bearing the name ‘‘Ward’s’’ sold just as well 
as it had before. In some cases the sales actually 
increased. Very few manufacturers demurred and 
none refused. 

Generally. speaking, total sales have increased in 
every department thus far repackaged and where 
there has been time enough to make a definite check. 

Next it was agreed that color schemes would be used 
to designate quality and price classifications. Like- 
wise, each classification is given a qualifying name. 
“‘Ward’s Supreme Quality” designates the best, ““Ward’s 
Standard Quality” is next, etc. The descriptive names 
“Supreme” and “Standard,” and in some cases addi- 
tional ones, are used throughout the entire line, whether 
the item be linen sheets or sheep shears. 

The invariable emphasis on the name ‘Ward’s” 
goes far toward creating a family resemblance through- 
out the many items. The initials “MW” are also used 
to give the same effect by incorporating them in many 
of the designs and stamping them into products them- 
selves. The Bureau of Design has no idea that all 
types of merchandise can or should carry a monotonous 
similarity of dress. There is wide divergence of design 
among the many departmental “families” and colors 
are assigned for appropriateness. 

As one official put it, ““We are handling items that 
range from the boudoir to the stable. 
distinctively and appropriately packaged, but I think 
no one would fail to recognize their basic relationship.”’ 

That same official, when complimented upon the 
modernity of the new packages, replied, ‘““We are not 
trying so much to make them modern as simple. It is 
our intention to avoid the fads of the moment in favor 
of designs and color schemes that will gain long life 
from their fundamental simplicity and good taste.” 

Enlarging upon the “‘boudoir to stable’’ thought, one 
sees that Ward’s has considered the sex of the pur- 
chaser or user of each type of merchandise wherever 
that element is involved in the sales appeal to be made. 
Products essentially feminine are packaged and labeled 
in combinations of blues, greens, pinks, lavenders, etc., 
while masculine items are boldly black and red, orange 
and black, etc. 

As an example, all broom handle labels have the same 
basic design. Those used in the house carry two-tone 
blue and two-tone brown to designate qualities. The 
barn broom label is similar in pattern but is printed in 
black and red to harmonize in color with hardware 
packages—saws, hammers, drill sets, etc. 

It is further discovered that the ‘‘feminine’” broom 
labels match the two-tone blue designs found on Ward’s 
laundry soap, soap chips, clothes pins, clothes lines, 
etc. All products that go into the kitchen and laundry 
are considered members of the same family. 

Thus the floor waxes, furniture polishes, and similar 
packages are two-tone brown and white but on the 
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They are all 


same pattern. Likewise, there is a close resembl . 
in the labels on household wares such as pots and Dan 
and other cooking utensils. Incidentally, the mag 
facturer of washboards was first aghast and later i 
mensely pleased with the Bureau’s new design for the 
product. It is a particularly striking example of } 
product design can be woven into a packaging theme, 

The masculine theme is, of course, best exemplified 
by the designs for tools, grind stones, etc. Black ha 
been selected as the standard color for boxes of that” 
nature. The labels incorporate black, white, and req — 
stripe designs both on the boxes, envelopes, etc., and 
on the handles of saws, hammers, and so forth. Roof- 
ing rolls are among products that have been repack. 
aged in this manner, as well as electric batteries, 
shovels, rakes, and various agricultural instruments, 

One of the most interesting of the package families 
thus far evolved is the drug and cosmetic line. White. 
lettering and decorative straight line effects in com 
junction with two-tone green designs form the motif f 
Cartons, boxes, tubes, and bottles harmonize through 
out. Here, too, is an example of savings effected in 
process of repackaging. Among the bottles used, 
certain amount of standardization has been m 
possible. It was formerly the practice to put upa 
tablets in wooden ware containers. Today four si 
of glass tablet bottles have replaced the wide 
of sizes previously employed. 

Wrap around labels are used on all the bottles, i 
tending part way up the body of the container so thi 
the contents may be seen through the uncovered uppe 
portion. The rectangular tablet bottles have labels 
designed that the name of the contents appears be 
on one wide or front surface and also on an adjacent 
narrow or side surface. In this manner the label ma 
be read on the store or bathroom shelf no matter 
whether the bottle presents its front or side to View 
The cartons which contain the bottles are printed ia 
the same convenient manner. 2 

One of the earliest departments to be treated, 0 
drug line, was the subject of much interest for 1 
of the items are of nationally advertised manufa 
and the proposition being tried out could have fo ind 
no surer test than it found here. The results more tial 
fulfilled the hopes and expectations of the most are 
advocates of modern packaging. Enthusiasm 
throughout the organization. 

Another example of savings effected is found i Ls 
paint lines. In one instance a new three-color 1abeh 
taking the place of a istics label that contallie 
six colors. 3 

Textiles are being studied and labels for shee 
pillow cases, blankets, etc., being designed. ad : 
case, too, color combinations will denote “Suprem 
“Standard” and other qualities. The flap labels ¥ 
be affixed in such a manner that they will be rea 
seen and identified in the piled up goods on the suet 

At the time of writing this article, sporting 
grass seed in green cartons and bags, and various 
products are in work. Woven (Continued on P 








TWELVE LEADING PACKAGING FIRMS 


HAVE ADVERTISED CONTINUOUSLY 


IN MODERN PACKAGING .. . 
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OV 
tise 
nin 
eve 
The firms listed below have been continuous 
contract advertisers in Modern Packaging . and 
since its inception. Believing, as we did, . 
that a magazine for packagers was a worthy . Se add 
and necessary enterprise, they made possi- -_ 
ble, through their faith in us, the creation 4 bs 19, 
of today’s Modern Packaging. 4 BS ‘iat i? ‘ 
While their first advertisements were placed -— _ ~ ” 
largeiy upon such faith, each has continu- F iil : “We 
ously renewed its advertising contract upon am 
the basis of advertising returns. ' 7" F have 
American Can Co. 
Louis Dejonge & Co. : a. ’ 
Dexter Folder Co. we a Mode 
(formerly H. R. Bliss Co.) : ihe ‘ ss: - both 
J. L. Ferguson Co. i ae " i 
Kalamazoo Vegetable Parchment Co. uaail . nie : 
Keller-Dorian Paper Co. 4 ; 'P x“ 
Kimberly-Clark Corp. ae. The A 
Package Machinery Co. ¢ The Ce 
Pneumatic Scale Corp., Ltd. ' f 


F. B. Redington Co. 
Riegel Paper Corp. [| a 
Stokes & Smith Co. ' aie Speci 


92 MODERN PACKAGING 








Ej 


Sigreat 
th e 


investors 


To these twelve long term advertisers, 
Modern Packaging has since added 
over a hundred other contract adver- 
tiers. Within the last two months, 
nineteen additional firms, engaged in 
every phase of the packaging industry 
and each a leader in its field, have been 
added to this List of Leaders. To these 
19, as to all its other advertisers, Mod- 
em Packaging makes this one pledge - - 
“We will endeavor in the future, as we 


have in the past, to produce a publica- 





ranks 
regular advertisers ---- 

















PoE 


of our 


Ln pretes 


advertising eatmuaiun 


tion which will so serve the needs of its 
readers as to become the indispensable 
aid of every person of influence in the 
creation or production of packaged 
products.” 

In the performance of this pledge Mod- 
ern Packaging has built its outstanding 
position in this field. In the continued 
performance of this pledge, Modern 
Packaging will become an even more 
profitable -- because more useful -- ad- 


vertising medium. 





Modern Packaging welcomes with 
pride and pleasure the following 
into the roster of investors in 
Proven advertising returns. 


The Arabol Company—Adhesives 
Celluloid Corp.—’Protectoid” 
tne & Copper Co., Inc.—Clo- 


“ltd Fruit Jar Co.—Metal 









Consolidated Packaging Machinery 
Corp.—Machinery 

F. G. Findley Co.—Adhesives 

Ideal Stitcher & Mfg. Co.—Machinery 

Illinois Carton & Label Co.—Cartons, 


Labels 
R. J. Kittredge & Co.—Lithography 
Karl Kiefer Machine Co.—Machinery 
M. D. Knowlton Corp.—Machinery 


Benjamin Lewis, Inc.—Package De- 
sign 


Metal Package Corp.—Cans 


National Packaging Machinery Co. 
—Machinery 


The Shellmar Products Co.—Trans- 


parent Cellulose Printers 
Standard-Knapp Corp.—Machinery 


Standard Specialty & Tube Co.— 
Collapsible Tubes 


The Stanley Mfg. Co.—Metal Seals 
Sutherland Paper Co.—Boxboard & 


Cartons 
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Rei are two schools of trade journal pub- come our readers will notice further evidence of 


lishing. The first sees in each new advertising this policy of plowing increased advertising reve- 





contract little more than added revenue. Mod- nues back into the publication. They will find 







ern Packaging never has subscribed to this school. more information, more illustrations, more data on 







It does not do so today nor will it in the future. package sales and package performance...a 





The second type of publisher welcomes new ad- roster, more velnible Macem Fachaging 





vertising revenue as a means of enlarging and 





For 1934 and 1935—as in every year since it 





improving the editorial content and the research 





inception—Modern Packaging will grow with it 





facilities of his publication. He does this because 





growing field. To help us keep this pledge we 





only so can he make his publication of greater 





ask our readers to communicate with us, to tell u 





Ch 


service to its readers; because only so can he 





just how they would like to see this growth di 














make it a more productive advertising medium. antl, un: hea alles ak a r - 
In keeping with this whine the publishers of — the packaging field they would like to see em ; a 
Modern Packaging have within the last year added phasized. We cannot promise to fulfill every = 
a monthly offset gravure section, enlarged their request of every reader, but this we pledge- ined. 
research facilities, added periodic color process Modern Packaging will continue to be the fine! 
illustration and invested thousands of dollars in the packaging publication that our resources, our efforts, 


promotion of better packaging through the All- our knowledge and our abilities will permit us 


America Package Competition. In months to make. 
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EAMEO LABELS 
: Triple Choice of Judges 


— 


See ae ee , 
rdge we ne © Baidhisd Best velatine 


to tell us 


owth di- Once again, the superiority of Cameo design and Cameo- 
produced labels makes itself apparent. This time through 
tions 6 the selection of three groups of packages bearing Cameo 
labels as among the Hundred Outstanding Packages of 1933. 


see eft Itis a significant fact that these packages were entered for 


; judgment, not by the Cameo Die Cutting & Engraving Com- 
fill every pany, but by the manufacturers of the products they con- 
ttined. Despite their proven excellence, we at Cameo 
pledge- viewed them as routine jobs, as 
finest loa . fine but no finer than every other 
the label that leaves the Cameo plant. 
effors x ee =the effort, the skill and the ability 
Ou aa = ram ~—Sséthatt went, so successfully, into the 
u ae { oie —s production of these prize-win- 
prmit Us F fe ——sining labels goes in the same meas- 
ure toward the perfection of every 
label we manufacture. Place your 

label problem before Cameo. 


i) CAME! 


DIE CUTTING & ENGRAVING CO. 


142 WEST 22ND ST., NEW YORK N. Y. 
TELEPHONE WATKINS 9-4904 
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HERE AND THERE 





Plans are under way for modification of the hours 
and wages provisions of the Code of the Packaging 
Machinery Industry and Trade, by which hours may 
be shortened for unskilled and semi-skilled workers 
and greater flexibility provided for skilled workers in the 
higher wage brackets which constitute the bottle neck 
in the specialized packaging machinery companies, 
according to a resolution adopted at the semi-annual 
meeting of the Packaging Machinery Industry and 
Trade on March 12, at the Hotel Astor, New York. 

The Code Authority of the Packaging Machinery 
Industry and Trade is as follows: president, H. H. 
Leonard, vice president and general manager, Consoli- 
dated Packaging Machinery Corp., Buffalo, N. Y.; 


































H. H. Leonard is president of the Code 
Authority of the Packaging Machinery 
Industry 

vice president, W. D. Kimball, first vice president and 
general manager, Standard-Knapp Corp., Long Island 
City, N. Y.; Charles L. Barr, sales manager, F. B. 
Redington Company, Chicago, Ill.; Otto Horix, 
president, Horix Manufacturing Co., Pittsburgh, Pa.; 
C. H. Lambelet, vice president, New Jersey Machine 
Corp., Hoboken, N. J.; Roger L. Putnam, president, 
Package Machinery Company, Springfield, Mass.; 
James G. Redner, general manager and treasurer, 
Battle Creek Wrapping Machine Company, Battle 
Creek, Mich.; Alfred E. Waller, Administration 
member. 

The headquarters of the Institute and of the Code 
Authority are at 50 Pine St., N. Y. W. J. Donald is 
executive vice president and treasurer. Mr. Donald is 
also executive vice chairman and treasurer of the 
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INDUSTRY 


Canning and Packing Machinery and Equipment Code 
Authority, the headquarters of which are at the same 
address. The Joint Code Control Committee of the 
two industries continues in existence as a conference 
committee between the two organizations. 


At the semi-annual meeting of the Institute a Can 
Labeling and Can Casing Machinery division was 
established and J. L. Whitehurst, president of Burt 
Machine Company, Baltimore, Md., was elected vice 
president in charge. 

A supplementary code for the Can Labeling and Can 
Casing Machinery Industry and Trade and a supple 
mentary code for the Paper Box Machinery Industry 
and Trade are now before the National Recovery 
Administration. 

A dinner was held following the meeting of the 
Institute on March 12 at which Col. George S. Brady, 
Deputy Administrator of the NRA, spoke on “How 
to Benefit Our Industry Through NRA Fair Trade 
Practices.” 


Bennington Wax Paper Company and Ben Mont 
Fancy Papers, Inc., with mills at Bennington, Vt, 
have opened a Chicago office at Room 1540, Mer 
chandise Mart. This office will be headquarters for 
fifteen middle western states and its chief purpose isto 
give a better service to new and old customers. A pet- 
manent display of the complete lines of both com 
panies will be on view for interested visitors. The 
lines include waxed papers, Christmas and every-day 
wraps, shelf and lining paper, shredded waxed paper, 
box coverings, flints, transparent cellulose, glassines, 
foils, parchments and tissues. Also a line of tissue 
ribbons. The office will be in charge of Theodore Lar, 
Mid-Western manager for both companies. 


Robert Gair Company, Inc., has announced through 
E. Victor Donaldson, president, that the six plants 
now operating as divisions have been incorporated as 
wholly owned subsidiaries under the following names, 
effective March 1, 1934: Piermont Division, Gal 
Cartons, Inc.; Thames River, Gair Thames Contait 
ers, Inc.; Connecticut Corrugated (Shelton), ” 
Shelton Containers, Inc.; Warner & Childs (Met: 
ford), Gair Boston Containers, Inc.; Haverhill Bor 
boards, Inc.; Tonawanda, Tonawanda Box 
Incorporated. 5. 


H. T. Warren has been appointed eastern sales rep 
resentative for the Standard Specialty and Tube Com 
pany. Mr. Warren is located at Room 479, 122 B. 
42nd St.,, New York, and is prepared to render # 
service in connection with the company’s complete line 


















JUST AS SURE AS 2+2=4! 


Increased consumption invariably results from increased conve- 
nience in the use of a product; and wise is the manufacturer who 
sees to it that his container possesses maximum convenience in use. 


Illustration below shows a few of the exceedingly convenient clo- 
sures and pouring devices with which R C Cans are equipped. There 
are many others—all tried-and-proven and making good on con- 
tainers for free-flowing products of many kinds. 


Note, also, the exceptionally attractive appearance of these con- 
tainers. 


May we discuss ways and means of packaging your product to 
secure maximum effectiveness? 


R. C. CAN CO. 


ST. LOUIS, MO. 
Branch Factories: 


Kansas City 
mn, Vt, Rittman, Ohio 
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MANUFACTURERS OF 
ROUND, SQUARE, OVAL AND OBLONG PAPER 
AND FIBRE CANS. 
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of collapsible tubes, applicator pipes and other metal 
specialties. His telephone is Lexington 2-9881. E. C. 
Baldwin, whom Mr. Warren succeeds, has been the 
company’s representative in this territory during the 
past thirty years and retires at his own request. He 
still will be associated with the organization, however, 
as a special representative. 


Hastings & Company, manufacturer of gold leaf, 
Philadelphia, Pa., has opened a branch office in 
Chicago at 1332 W. Grand Ave., to better handle 
sales and service to its customers in Chicago and the 
surrounding territory. E. Price is manager and I. L. 
Shafferty is assistant manager of the new branch. A 
complete stock of all Hastings products will be carried 
and available for immediate delivery. 


Verne C. Field, formerly of Hampden Glazed Paper 
& Card Company, Chicago office, is now manager of 
the box paper division of the Dwight Bros. Paper 
Company, Chicago. Mr. Field is well known to the 
box makers in Chicago and adjacent territory. His 
experience previous to being with the Hampden mill 
was with Nashua Gummed & Coated Paper Company. 


Henry S. Dennison, president of the Dennison 
Manufacturing Company, has assumed office as chair- 
man of the Industrial Advisory Board of the National 
Recovery Administration, and Morris E. Leeds, presi- 
dent of Leeds & Northrup Company, has taken over 
the newly created vice-chairmanship. 

Mr. Dennison has been president of the Dennison 
Manufacturing Co. since 1917. 
War he was assistant director of the Central Bureau of 
Planning and Statistics, Washington; he has also been 
a director of service relations, U.S. Post Office Depart- 
ment. He is a member of the Boston (Mass.) Cham- 
ber of Commerce, the Taylor Society and the Inter- 
national Management Institute. 


Charles E. Mack, for many years identified with 
the paper business, has joined the Springfield Glazed 
Paper Company as representative in New England 
and New York State. 


Walter B. Swindell, president and founder of 
Swindell Brothers, Inc., Baltimore, Md., manufactur- 
ers of glass containers, died on March 13. 


Alan S. Cole addressed The Advertisers Club of Cin- 
cinnati, Ohio, at a luncheon, Wednesday, March 28. 
- Mr. Cole spoke on the subject “Dressing Up”’ in which 
was included a discussion on package design and 
redesign and their effect on retail sales. 


D. E. A. Charlton was the speaker at the second 
Boston Conference on Design and Packaging, held the 
evening of March 27 at Filene’s Auditorium. John 
E. Alcott, supervisor, Field of Vocational Art Educa- 
tion in Industry and Business, Department of Educa- 
tion, The Commonwealth of Massachusetts, presided 
at the meeting. At the previous meeting, held on 
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During the World ° 

















March 13, Helen Dryden was the speaker. On April 
10, Walter Dorwin Teague, and on April 24, George 
Switzer, will address the conferences. 






Container Corporation of America in its annual re. 
port for 1933 shows a net profit of $140,921 against net 
loss of $1,380,363 for 1932 and net loss of $908,436 in 
1931. Balance sheet showed current assets of $4,293. 
837 including cash on hand of $439,616. Current 
liabilities at the year-end amounted to $1,327,295. 
Inventories were expanded from $1,257,032 at the end 
of 1932 to $2,622,308 a year later. ‘ 



















« _frt-vEAR-ROUND” wrappings in multi-color 

transparent cellulose are shown in a wide 
variety of stock sheets in a recently issued swatch 
book offered by Shellmar Products Company, 3501 » 
W. 48th Place, Chicago, Ill. These include many © 
patterns and designs, suitable for general and special © 
occasions. 


CUT OUT FOR FUN 


OLVING the problem of what to do with one’s 
leisure time, Louis Dejonge and Company pre 
sented a varied and fascinating exhibition and demon- 
stration of paper craft at the recent R. H. Macy hobby 
show, as shown in the accompanying illustration. 
All sorts and varieties of things to glorify the home} 
were shown. Smart papers and gay bindings were 

















































converted into attractive handiwork such as party 
favors, desk sets, boudoir boxes and closet shelvings: 
An appreciative crowd watched old things regener 
with clear, brilliant papers; learned how to make de- 
lightful favors and gifts, and left in a flutter of appr 
ciation to find that half the fun of the thing is to hav’ 
done it oneself. 










































































: A Reminder 


that 


Ridgelo 


AYamaGoyw. — 
FOLDING BOXBOARD 


Prints well, folds smoothly 
and brings distinction to 
the ‘packages of many 
leading products you are 
buying throughout the 
year from drug, grocery, 
sporting goods, men's 


wear and beverage stores. 


IS IT HELPING 
THE SALE OF 
YOUR PRODUCT? 


Remove and assemble this calendar 
desk tray per sketch above. 


FOLDING Boxsoaro made at RIDGEFIELD, N. J. by 
LOWE PAPER COMPAR F 


Canadian Representative: W. P. Bennett & Son, Toronto 
Pacific Coast Representatives: Blake, Moffitt & Towne, Los Angeles 
and Zellerbach Paper Company, San Francisco 
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MACHINERY—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


HOLM WEIGHING AND 
FILLING MACHINE 


HE Holm weighing and filling machine which is 
7 designed to handle all materials, principally 
those of the non-free flowing variety, has recently been 
placed on the market by Amsco Packaging Machinery, 
Inc., 122 Centre St., New York. This machine is 
simple in design, and consists of a large hopper to hold 
loose materials, an agitator to convey materials to the 
weigher at speeds controlled by the operator, a weighing 
device fitted with a graduated balance bar and sliding 
weight to weigh accurately within the capacity of the 
machine, and a balance device that discharges into a 
discharge funnel on the machine, from which containers 
are filled, after weighing. It is operated by means of a 
1/20-hp. motor with 110 volt A.C. or D.C. circuits. 
The hopper is designed with sloping sides of the 
proper angle to handle the specified material in such a 
way as to prevent bridging within the hopper, and with 
the proper opening at the bottom to allow’: free feeding 
of the material to the agitator. 
The agitator is fitted to the bottom of the hopper, and 
being slightly slanted conveys, "the material to the weigh- 


Front view (discharge side) 
of Holm weighing and fill- 
ing machine for non-flow- 
ing materials such as rivets, 
tacks, food flakes, etc. 


ing device at the speed the machine is set to operate and 
under the operator’s control. The’ agitator is given a 
vibratory action through an arm connected to the 
agitator and driven by a pulley connected to the motor 
by means of a steel belt. The motor is equipped with a 
three-speed pulley to give a range of vibratory motions. 
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The weighing device consists of a single beam 
graduated to four dimensions and provided on one 
with a slicing weight and balanced on the other end bya. 
circular holder with four compartments. The scale 
is allowed to tip and discharge only when the proper 
quantity of material is deposited in a compartment, 
Provision is made for real accuracy by the addition ff 
an auxiliary weight to give finer readings. After the | 
material is weighed it is automatically discharged into 
the discharge funnel from which the operator fills tis 
containers. 

The range of this machine is from one to four—thatig 
the maximum package that any one machine will handle 
is four times the weight of the minimum package. §o_ 
if the minimum package is 1/2 oz. the maximum that | 
can be handled on that machine will be 2 oz. If it is 


Another type of 
special scale weigh- 
ing and filling 
machine, showing 
hopper arrangement 
and agitating device 


desired to weigh heavier material than 2 oz. it would 
be necessary to have a second machine. The minimum 
package that any machine will handle is '/; oz. 

The machine is stated to operate at speeds up to 22 
packages per minute. It will successfully and ac 
curately count or weigh such items as tacks, rivets, of 
other small items of hardware and accurately weigh any 
free or non-free flowing material. 


220 CANS OF OIL PER MINUTE 


“wo HUNDRED AND TWENTY cans of oil 4 

minute! That is the result in one company d 
the new habit of the motor public in buying automobile 
lubricants in sealed cans. Heavy increased buying of 
oil in cans has necessitated new methods of filling 
sealing and packing oil among the major compailié 
in order that they may meet this demand of the motor 
ists of the country. 

These companies have actually adopted the system 
employed in great bottling. works, except that 
machinery had to be devised and made to handle ai 
and cans instead of liquids and bottles. The Tide 
Water Oil Company, in packing Veedol motor oil, usé 
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4 Certificates of merit to Economic. 


Carter’s Ink . .. Michigan Tomato Catsup.. . Old 
Log Cabin Whiskey .. . Old Mr. Boston Dry Gin... 
outstanding packages of the year for which World 


Labelers have been awarded certificates of 
merit. 


Economic Machinery Company considers this recog- 
nition of progressive manufacturing—a worthy climax 


COUCWLLE acl 


WORCESTER, MASS 


Makers of Complete Line of Automatic 


to thirty-five years of leadership in the labeling ma- 
chine field. 

To manufacturers who have not yet discovered the 
superiority of World Labelers, we extend an invita- 
tion to investigate. Simply send your labeled pack- 
ages showing how you want your labels applied by 
the machine and complete information will be in 
your hands promptly. 


mery CML | Ss 


ACHUSETTS 


and Semi-Automatic Labelers 
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equipment which automatically fills, seals and packs 
220 cans a minute. 

Empty metal cans open at the top are received in 
sealed corrugated paper cases which prevent dust par- 
ticles from entering the cans. The sealing is broken, 
the cans are removed and conveyed immediately to 
chutes and feed by gravity to the automatic fillers. 
As each can enters the filling unit it travels in a circular 
manner until ejected, by which time it has received its 
full quota of Veedol. 

In a test on 1,000 cans it was found that a variation 
of 0.10 oz. or less occurred. Exactly 97.2 per cent of 
the 1,000 cans tested showed they contained the correct 
quantity while 2.8 per cent showed variations of 0.01 
to 0.10 oz. 

As the filled cans leave the filling unit they are sealed 
automatically by means of a double seam, thus making 
them absolutely airtight and leak proof. Two unit 
lines are used by Tide Water. These converge on the 
way to the automatic casing unit where the cans are 
packed in corrugated shipping cases at the rate of 220 
cans a minute. The filled cases then proceed to an 
automatic top and bottom sealing unit where they are 
sealed for shipment. The illustrations show the 
casing unit and the top and bottom sealer, both of 
which are manufactured by the Standard-Knapp 
Corporation. 
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NEW AUTOMATIC SHEETER 
AND STACKER 


NLY one adjustment is required to obtain vari- 

ous sized sheets in the Themco Sheeter and 
Stacker. Such is the claim of the manufacturer of this 
equipment, The G. W. Mudd Company, 2307 S. Pauling 
St., Chicago, Ill. It is further stated that the equip- 
ment, which is entirely automatic in operation, of all 
steel construction and supplied with ball bearings, pro. 
duces 80 to 100 perfectly cut and stacked sheets of 
transparent cellulose or similar materials per minute, 
The sheets are counted, and when the desired number 
is reached the machine stops automatically. Upon re- 
moval of the stack, the sheeting operation is repeated 
when the treadle is depressed. No operator is required 
other than that needed to actuate the treadle. 


The accompanying illustration shows one of the 
Themco machines. As may be seen it is quite com 
pact, occupies little space and can be moved, as fe 
quired, for convenient operation. 


NEW HEAT SEALER AND CRIMPER 
FOR BAGS AND ENVELOPES 


ESIGNED to meet three important requife 
ments in properly sealing transparent cellu: 
lose envelopes or bags is the Wrapade Power Crimpet 
and Sealer recently announced by the Wrapade Ma- 
chine Company, 215 Central Ave., Newark, N. J. 
These considerations are: The amount of heat applied; 
the amount of pressure applied, and the time pet 
during which the heat and pressure are applied. 
This machine, which is motor driven, is arrat, 
that the heat may be adjusted to the proper temper 
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HEN the modest maiden at the left discarded pantaloons, 
V turned in her long black stockings for abbreviated ones, and 






appeared on the beach with uncovered knees— the world began to 
say, “What Next’? ¢ And the world’s been saying “” What Next’ 
ever since! @ Back in 1910 we didn’t realize how pretty our ladies 
of the seashore could be. From flare=type bathing DRESS, to two= 
piece bathing SUIT (and no stockings at all! Bad girl!) . . . 
onward to the one=piece, close=fitting woolens that made famous 
our Bathing Beauties” of the 1920's . . . and ever onward to today. - 
e 7. oday, with skin=fast garments, backless, and generally less, the 























march of fashion forces the same guestion to our lips,” What Next’? 
. of the , 
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1, a re “WHAT NEXT’ IN PACKAGE FASHIONS 


In less sensational, but in just as important a way to manufacturers, the 
evolution of packaging has wrought great changes. There was a time when 


it was merely a matter of “what size box’? But now it has become a matter 














requit- of style, color, trend, FASHION ¢ Ifyou want your next season’s package 
“i to be The Hit of The Season, come to designers who know how to set the 

rimpe ; 
ade Ma- pace. Make your package the one the customer will reach for next season. 
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applied SHOUP- OWENS, INc. 
1€ period Manufacturers of Fine Paper Boxes 
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equipment which automatically fills, seals and packs 
220 cans a minute. 

Empty metal cans open at the top are received in 
sealed corrugated paper cases which prevent dust par- 
ticles from entering the cans. The sealing is broken, 
the cans are removed and conveyed immediately to 
chutes and feed by gravity to the automatic fillers. 
As each can enters the filling unit it travels in a circular 
manner until ejected, by which time it has received its 
full quota of Veedol. 

In a test on 1,000 cans it was found that a variation 
of 0.10 oz. or less occurred. Exactly 97.2 per cent of 
the 1,000 cans tested showed they contained the correct 
quantity while 2.8 per cent showed variations of 0.01 
to 0.10 oz. 

As the filled cans leave the filling unit they are sealed 
automatically by means of a double seam, thus making 
them absolutely airtight and leak proof. Two unit 
lines are used by Tide Water. These converge on the 
way to the automatic casing unit where the cans are 
packed in corrugated shipping cases at the rate of 220 
cans a minute. The filled’cases then proceed to an 
automatic top and bottom sealing unit where they are 
sealed for shipment. The illustrations show the 
casing unit and the top and bottom sealer, both of 
which are manufactured by the Standard-Knapp 
Corporation. 


MODERN PACKAGING 


NEW AUTOMATIC SHEETER 
AND STACKER 


NLY one adjustment is required to obtain vari. 

ous sized sheets in the Themco Sheeter and 
Stacker. Such is the claim of the manufacturer of this 
equipment, The G. W. Mudd Company, 2307 S. Pauling 
St., Chicago, Ill. It is further stated that the equip- 
ment, which is entirely automatic in operation, of all 
steel construction and supplied with ball bearings, pro- 
duces 80 to 100 perfectly cut and stacked sheets of 
transparent cellulose or similar materials per minute, 
The sheets are counted, and when the desired number 
is reached the machine stops automatically. Upon re- 
moval of the stack, the sheeting operation is repeated 
when the treadle is depressed. No operator is required 
other than that needed to actuate the treadle. 


The accompanying illustration shows one of the 
Themco machines. As may be seen it is quite com 
pact, occupies little space and can be moved, as tf 
quired, for convenient operation. 


NEW HEAT SEALER AND CRIMPER 
FOR BAGS AND ENVELOPES 


2, YESIGNED to meet three important requife 
ments in properly sealing transparent cellu- 
lose envelopes or bags is the Wrapade Power Crimpet 
and Sealer recently announced by the Wrapade Ma 
chine Company, 215 Central Ave., Newark, N. J. 
These considerations are: The amount of heat applied; 
the amount of pressure applied, and the time pet 
during which the heat and pressure are applied. 
This machine, which is motor driven, is arranged 8? 
that the heat may be adjusted to the proper temper 


















HEN the modest maiden at the left discarded pantaloons, 
turned in her long black stockings for abbreviated ones, and 






appeared on the beach with uncovered knees— the world began to 
say, “What Next’? ¢ And the world's been saying “” What Next’ 
ever since! Back in 1910 we didn’t realize how pretty our ladiies 
of the seashore could be. From flare=type bathing DRESS, to two= 
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ture. It provides uniform pressure over the entire 
surface to be sealed and by applying the pressure me- 
chanically, makes it possible to apply the correct and 
same amount of pressure to each bag. This uniformity 
cannot be secured in a hand or foot operated machine. 
Lack of pressure gives a poor seal; too much pressure, a 
spoiled package. 

The machine is equipped with a foot pedal trip, thus 
allowing the operator to position the bag edges with 
both hands. This arrangement, plus a safety device 
which makes it impossible for the operator to crush her 


fingers, enables her to turn out neatly sealed bags at 
high speed. 


The standard sealing jaws of the Wrapade Power - 


Crimper and Sealer make a closure of neat, sanitary 
appearance. Special jaws which imprint in the sealed 
edges the name of the product, the firm which makes 
it, a trademark, or a particular design, are furnished 
on order. These special seals add to the attractiveness 
of the package and make it tamperproof. 

The machine seals bags at the rate of 20 to 35 per 
minute, the size of the crimp seal being 9/2 in. x 5/s in. 
aithough larger or smaller crimps can be furnished. 
Jaws which make a special design in the crimped edges 
of the bag may be obtained on order. 


HE 1933 All-America Twelve seal which ap- 
. peared on the front cover of the March 1934 issue 
of MODERN PACKAGING and was also used on the dinner 
programs and on the Certificates of Award and Hon- 
orable Mention was designed by Charles Francis and 
made by the Stanley Manufacturing Company of 
Dayton, Ohio. 


— (rLUSTRATIN x a wide range of “Molded Color”’ 

and showing in color reproductions many prod- 
ucts made from Plaskon, Toledo Synthetic Products, 
Inc., Toledo, Ohio, has recently issued a 20-page 
booklet which also outlines the development of that 
molding compound, its properties and commercial 
applications and includes a partial list of companies 


104 MODERN PACKAGING 


whose products are illustrated. It is interesting to note 
the favorable reception which Plaskon has been ae. 
corded as a production material and sales stimulant 
during the past three years. The booklet is titled 
“Plaskon Molded Color.” 


Phoenix Metal Cap Company has opened another 
branch office in Baltimore, Md., at 311 Keyser Build- 
ing. J. L. Zeman, who formerly represented the 
company at both Los Angeles and San Francisco, is 
in charge. The address of the St. Louis office has also 
been changed to Room 411, 411 N. 10th St. F.G, 
Brinkmeyer, St. Louis representative, is now being 
assisted in this territory by H. D. Stockton, who has 
been transferred from Cleveland. W. B. Llewellyn 
remains in charge of the Cleveland office. With the 
exception of a small portion of western New York, 
the states of New York and Pennsylvania have again 
been placed under the direction of the Brooklyn office. 


A & P WINS THIRD WOLF AWARD 


(Continued from page 82) and envelopes, and was 
then voted the outstanding package among the winners 
of the fifteen groups under which the entries were 
classified. (This bag, together with the Eight O’Clock | 
Coffee bag, was also the cup winning entry in the bag | 
and envelope group of the 1933 All-America Package 
Competition.) 

The honorary awards in the various classifications 
were as follows: 

Tin Containers: Bokar Coffee Can. Used by The 
Great Atlantic & Pacific Tea Co.; designed by 
Egmont Arens; entered by American Coffee Corp. 

Glass Containers: Codliver Oil Bottle. Used, de- 
signed and entered by Montgomery Ward & Co. 

Molded Plastic Containers: Hostess Package for Lek- 
trolite Cigarette Lighter. Used by Platinum Prod- 
ucts Co.; designed by Egmont Arens; entered by 
Calkins & Holden. 

Wood Containers: Drill Set. Used, designed and en- 
tered by Montgomery Ward & Co. 

Tubes: Brushless Shave (Shaving Cream). Used and 
entered by Montgomery Ward & Co. 

Visible Display Packages: Micrometic Carbon Paper 
Package. Designed and entered by F. S. Webster 
Co. 

Paper Bags and Envelopes: Red Circle Coffee Bag 
Used by The Great Atlantic & Pacific Tea Co. 
designed by Egmont Arens; entered by Americal 
Coffee Corp. 

Set-Up Boxes: Munson ‘Feathertouch’ Typewriter 
Cushion Keys Package. Used and entered by Mun- 
son Supply Co.; designed by Edwin H. Scheele. 

Folding Cartons: Jasmine of Southern France Shaving 
Cream Carton. Entered by United Drug Co., Ltd. 

Canisters: Boric Acid Canister. Used and entered by 
Montgomery Ward & Co. 

Family of Packages: Kingan’s ‘‘Reliable” Line of 
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HE embossing which is so distinctive a feature of 










Hmpo® tube, selected 


Design Department. . . 


able to products for i, uline or feminine use. 


If you are looking in tube decoration 
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that will provide handising aid, we 
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Mlustrated above, the Certificate of 
Merit awarded to A, H, Wirz, Inc., for 
the Princess Louise Shampoo tube. 
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Food Products. Used by Kingan & Co.; designed 
and entered by Arthur S. Allen. 

Display Containers: Toilet Paper Display Container. 
Used and entered by The Menasha Products Co.; 
designed by S. W. Dickens and W. A. Rike. 

Packages Displaying Merchandising Ingenuity Regard- 
less of Adaptation of Art: Valentine Self-Stirring 
Paint Can. Designed and entered by Valentine & 
Company. 

Shipping Containers: One-piece Seamless Cast Alu- 
minum ‘‘Meister-Fass’’ Beer Barrels. Used by 
Standard Brewing Co.; designed by John H. 
Schmeller, Sr.; entered by The National Bronze 
and Aluminum Foundry Co. 

Miscellaneous: Display Stand. Used by Paint Proc- 
ess Co.; designed by H. L. Kast; entered by Hinde 
& Dauch Paper Co. 


Auguste Richard, president of the Spool Cottop 
Company, acting as chairman at the luncheon, intro. 
duced Mr. Wolf, secretary of the Kaufmann Depart. 
ment Stores, Inc., a vice president of the American 
Management Association and donor of the award. Ip 
making the presentation of the award, a pair of tall, 
dyrigold vases, Mr. Wolf stated that the purpose of 
the competition is ‘‘to stimulate constructive interest 
in the application of art to the improvement of pack- 
ages used in the marketing of commercial products; 
to arouse creative interest in manufacturers of pack- 
ages; and to develop in designers the practical adapta- 
tion of the artistic to the useful in the packaging field.” 

Following the acceptance of the prize by Mr. Friel 
on behalf of his company, brief addresses were made by 
Egmont Arens, Miss Katharine Fisher and C. B. Larra- 
bee of Printers’ Ink. 


UPSETTING TRADITION IN OLIVE OIL MERCHANDISING 


7 OU’LL find advertise- 
/ ments for olive oil in 
the Bible. But while the 
olive oil industry had the 
jump on every other human 
business development in this 
respect, it has remained 
fairly static in one of the 
other major merchandising 
promotions — packaging. 
Originating abroad, olive oil AM Eigh 
packages have, by and large, j n 
followed traditional lines. Plive ol 


There have been few exciting a3 | sme kg 7 


olive oil packages. 

The Pompeian Olive Oil 
Corporation of Baltimore re- 
cently concluded that it 
would be easy enough to re- 
design its packages to con- 
form to the more modern conceptions but decided to go 
further than that. It seemed desirable to design a 
package that would accomplish three major purposes: 
First, to stimulate sales; second, to maintain the com- 
pany’s quality prestige, and third, to create a package 
which would be entirely novel and different from others. 

From that point on, the line of reasoning in the de- 
velopment of Pompeian’s new bud vase glass urns was 
simple enough. Olive oil was originally packed in 
urns—in Biblical times. In fact, the urn is almost sym- 
bolic of olive oil, and an urn would lend itself admirably 
to use as a bud vase. Obviously, urns of large ca- 
pacity would be out of the question from a practical 
point of view—and just as obviously, a well designed 
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and handsomely turned small 
glass urn would prove a 
beautiful receptacle for single 
buds and small bouquets. 

This new idea in olive oil 
packaging was so outstand- 
ingly different that no diff- 
culty was encountered in | 
having the design patented. 
With the second purpose it 
mind, it was decided to use 
the identical label which 
had adorned Pompeian 
Olive Oil packages since its 
inception 27 years ago and 
which has become familiar 
to thousands of quality- 
minded Americans. The 
addition of two small tabs 
gave a further opportunity 
to exploit the use of the empty urns as bud vase 
and to direct attention to the economy of the larger 
sizes in which the product is supplied. 

Realizing the traditions which such a package would 
overthrow, the company approached its friends in the 
trade rather gingerly with Pompeian bud vase glass 
urns. The reception has been so spontaneous and ef 
thusiastic, and so materially successful from the volume 
of orders received, that it has been possible for the 
company to anticipate a volume sufficient to permit 
putting a price on these new packages that would be 
immediately appealing to the mass market. The ums 
were designed and patented by L. A. Pelton and are 
being made by Swindell Brothers. 
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ARL KIEFER VARI-VISCO 
FILLING MACHINES 
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All containers 
filled with abso- 
lute uniformity 
and accuracy. 


The New Kiefer Vari- 
Visco Machine assures 
constant, steady produc- 
tion, handles all kinds of 
containers with ease— 
pays for itself in a short 
ING time. Designed for “to- 
morrow’ .. to meet the < 
strict demands of today. 


































Yes, and a dozen other 
features to help you do a 
better packaging job. - 


For packaging mustard, 
saladdressing, coldcreams, 
lard, honey, apple butter 
—in fact, all semi-fluid 
products. A simple, prac- 
tical, efficient machine, 
amazingly accurate at all 





Catalog On Request 
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side | ~THE KARL KIEFER MACHINE CO., Cincinnati, O. 
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= | | NOW —HIGH SPEED CRIMPING 
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ve | TAMPERPROOF 
| to use P u S da 
es INDIVIDUAL SEAL! 
ympeian 
ince its 
go and The Wrapade Power Crimper and Sealer provides a perfect 
famil closure of neat, sanitary appearance for bags and envelopes 
of transparent cellulose at high speeds. Accurate heat con- 
quality: trol and pressure control mechanisms insure the individual 
: a perfection of each seal. The machine is equipped with a 
ill tabs foot pedal trip, thus allowing the operator to position the bag 
rtunity edges with both hands. The power drive insures a stronger 
{ vases crimp or seal. Special jaws which imprint in the sealed 
edges the name of the product, the firm which makes it, a 
> Target trademark or a particular design, may be had on 
order—adding to.the attractiveness of the package 
e would and making it thoroughly tamperproof. Write 
; in the to the Wrapade Machine Company for full 
e glass details and price of this extraordinary new ma- 
chine. 
and éf- 
volume 
= WRAPADE 
permit 
be 
oc MACHINE CO. 
ind are 215 Central Ave. Newark, N. J. 
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MARY IS NOT SO CONTRARY 


(Continued from page 44) Harris of the Flower City 
Rose Company applied his experience and resourceful- 
ness, and with the assistance of package designers of the 
Brooks Bank Note Company worked out a method of 
packaging shrubs, roses and perennials as neat and 
efficient as that used for coffee, toothpaste or any other 
packaged product. 

Starting with cartons for the company’s several brands 
of roses (Super-bloom, Ever-bloom and Shur-Bloom), the 
packaging experiment was extended to include flower- 
ing shrubs. The immediate success of these packages 
led to further experiment and study, and thus was de- 
veloped the Safe-ti Planted Rose. Here for the first 
time is a potted, packaged rose, ready for planting, with 
roots in natural position in the original earth in which 
they were grown and properly fertilized. The develop- 
ing of proper liners for the carton in order to hold the 
roots and retain the necessary degree of moisture, the 
design of the carton itself from the practical angle in 
order to accommodate the entire plant without cramp- 
ing and to provide ventilation necessary for the health 
of the plant and the invention and building of the ma- 
chinery for packing the plants were all brought to per- 
fection by Mr. Harris. It has been possible through 
this technical work together with the artistic and color- 
ful application on the exterior of the package by the 
Brooks Bank Note Company to place on the market a 
rose plant which is more convenient to handle, easier to 
plant, assured of a healthy start, and with all this, at a 
lower cost than ordinary potted rose plants. 

The latest development along the line of packaged 
plants is the box for perennials. This box has unusual 
interest in that an exclusive feature of it enables an 
inner waterproof liner containing the plant root to be 
locked securely inside the package itself, and a specially 
constructed top flap is so divided that it encloses and 
centralizes the stem of the plant thus holding it upright 
when the box is standing on a shelf or ina window. Two 
sizes of liners take care of a wide range in size of the 
plants, and a locking device is provided at two points on 
the outside container so that both the small plants and 
the large ones may be packed in the same size of outside 
carton for shipping. 

It is literally true that these new cartons have allowed 
the flowering shrubs, roses and perennials to blossom 
forth in the stores. The colorful boxes suggest the 
blossoms to come. In fact, each box bears a color- 
process illustration showing the flower of its particular 
variety and pasted in a special space provided on the 
box. Dealers no longer hesitate to handle these items 
now that they can be counted and stacked like any other 
type of packaged merchandise. They are no longer wor- 
ried about the difficulty of displaying these goods, of 
wasting valuable display space, and cluttering up the 
floor with broken sticks and leaves. A mass display of 
the new cartons definitely attracts customers and builds 
sales. It has been particularly interesting to note that 
women who might hesitate to purchase clumsy roots 
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and shrubs buy the new packaged plants eagerly! 
since there is no danger that gloves or clothes wil § , 
soiled. Even the men find it easier to carry home a fey 
neat, compact boxes than to maneuver a clumsy bundle 
of earth and roots and twigs. Naturally the new con. 
tainers are most suitable for spring and summer window 
treatment, and fit in ideally with garden windows. 
Dealers have reported that the entire line represents 
the most powerful and attractive display on garden 
items that they have ever seen. A very important fea- 
ture of the package is the secondary advertising value 
of the boxes themselves. That is to say, a customer 
who has purchased several of the plants will be likely to 
discuss the unusual put-up with neighbors and triends 
who are also interested in gardening. The cartons, 
either in the house before planting or in the yard at the 
time of planting, are bound to excite the curiosity and 
interest of others—and in this way a valuable secon- 
dary sales stimulus is secured. 

Even with liberal mark-ups, the Flower City cartons 
sell more quickly than unpackaged plants, according to 
reports from dealers. The problems of preventing cus- 
tomers from handling and damaging stock, and from 
picking out all of the larger plants leaving only the 
smaller ones as the stock diminishes, have been elimi- 
nated since all of the plants are in good condition when 
sold and are not accessible to handling by the customer. | 
Another quite obvious advantage is that wrapping is | 
either unnecessary or very simple as compared with the 
wrapping of unpackaged plants. Since many more 
varieties can be carried and effectively displayed ina 
small space than was previously possible, and the clear 
marking of each carton reduces the possibility of con- 
fusion or error, the dealer’s overhead is cut down. 
Again, the time of clerks in explaining planting methods, 
etc., is saved since printed instructions accompany eacl 
plant. Finally, freight and shipping charges are less- 
ened, storage difficulties are reduced or eliminated and 
spoilage is practically done away with. 


ee, NSTALLATIONS of equipment which suggest 
improvements in package production are illus 
trated and briefly described in a broadside folder re 
cently issued by Stokes & Smith Company, 4900 Sum: 
merdale Ave., Philadelphia. Seven such examples att 
given and include the use of typical Stokes & Smith 
higher speed packaging machinery for fully automatic 
filling, sealing and tight-wrapping. 


Jo INDICATE in a clear and concise mamme 
- that under the trade name “Bakelite” there 8 
not just one material, but a great many, Ba 

Corporation, Bound Brook, N. J., has prepared 4 re 


page booklet, ‘Bakelite Molded,” which should do 
much toward making clear the importance of the 
molding art. 

This brochure is replete with illustrations of the 
latest achievements in Bakelite molding ma 
with ample attention given to special materials manu: 
factured for specific requirements. 
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THE SECOND ALL-AMERICA DINNER 


(Continued from page 76) Frankfort Distilleries, In- 
corporated, received by Harcourt Black; 

Miscellaneous Group—Hickok Manufacturing Co., 
Inc., received by J. H. Nusbaum; 

Set-Up Box Group—Robert A. Johnston Company, 
received by W. A. Otto; 

Family Group—Kingan & Company, received by 
H. H. Ferguson; 

Molded Plastics Group—Pioneer Suspender Com- 
pany, received by H. A. Peter; 

Fibre Can Group—Revere Copper and Brass, Inc., 
received by Miss M. E. Otto; 

Display Group—The Sherwin-Williams Co., re- 
ceived by J. R. Hutchison; 

Metal Can Group—Standard Brands, Inc., received 
by S. H. Davis; 

Carton Group—Starkey Farms Co., received by 
W. Daley of Robert Gair Company, Inc. 

Certificates of Award were presented to the following: 

Designers: Egmont Arens, R. P. Olmstead, Norman 
A. Schuele, Harry Rodman, S. C. Miller, Arthur S. 
Allen, Harry Farrell, Will Hill, Emil Schaedler, George 
Graff, H. A. Peter. 

Material Suppliers: Acme Steel Company, American 
Can Company, Anchor Cap & Closure Corporation, 
Artcote Papers, Inc., Beckett Paper Company, Capstan 





Glass Company, Closure Service Company, Doehler 
Die Casting Company, Eastman Kodak Company, 
Einson-Freeman Company, Inc., Robert Gair Com- 
pany, Inc., General Plastics, Inc., A. L. Hyde, Illinois 
Carton & Label Company, International Printing Ink 
Corporation, R. J. Kittredge & Company, F. E. Mason 
& Sons, Menasha Products Company, Michigan Litho- 
graphing Company, Milprint Products Company, 
Milwaukee Label & Seal Company, Molitor Box 
Company, New England Collapsible Tube Company, 
Owens-Illinois Glass Company, Oxford Paper Com- 
pany, Quadri Color Company, Read Printing Com- 
pany, Resinox Corporation, Reynolds Metals Com- 
pany, Inc.; Rhinelander Paper Company, Riegel Paper 
Corporation, Strathmore Paper Company, Sutherland 
Paper Company. 

Equipment Suppliers: Miller Wrapping & Sealing 
Machine Company, Package Machinery Company, 
F. J. Stokes Machine Company, U.S. Bottlers Machin- 
ery Company. 

In closing, Mr. Charlton announced the intention of 
MopERN PacKaGING to hold similar competitions 
annually although each of these, in the future, will be 
known as “The All-America Package Competition,” 
and will not be confined to twelve groups of entries as 
in the past. It is planned to arrange the grouping 
more along the lines of industry classification which will 
be more comprehensive in scope. 














ge Appeal 


THAT IS THE ANSWER TO 
COMPETITION. Improved pack- 
aging is the sure way to increase 
sales and profits. The product 
packaged in a modern, up-to-date 
bottle with a striking, eye-appeal- 
ing label will outsell other brands 
of equal quality less attractively 
packaged. 

If you are interested in learning 
what prominent manufacturers 
are doing to modernize their 
packages, write for our new illus- 
trated book, ’’The Crest of Sales” 


Sin HS 


New York Office: 200 Fifth Ave. 
Room 913 
Telephone GR amercy 5-4230 





The Stanley Manufacturing Company, 
Dayton, Ohio 53 
Gentlemen: 

Without obligation send us your book, 
“The Crest of Sales’’. 
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17% or more savings 
to the users of 


Cellulose Papers 


A Themco fully automatic Sheeter and 
: Stacker in your plant means Greater Sav- 
| ings, Better Production. 

The Themco is rugged yet compact, will 
give you 5,000 to 6,000 sheets per hour, 
stacking them ready for use. 

No operator necessary. 

Has been endorsed by large users of Cel- 
lulose Paper. 

Investigate this machine! Make these 
substantial savings! 

Wire or write— 








AUTOMATIC MACHINES 
2307 SOUTH PAULINA STREET 
CHICAGO,U.S.A. 
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YIELDING THE PALM 
TO ARTCOTE 


oF FURTHER analysis and study of those pack. 
ages which were acclaimed as the 1933 winners 
in the All-America Package Competition reveals the 
fact that to one material supplier must be conceded the 
honor of contributing to a greater number of the ge. 
lected packages than was previously reported. 

Announcement has already been made to the effect 
that the Pioneer Belt container, winner in the molded 
plastics group, makes use of an Artcote insert tray, and 
the Revere Cleaner package, winner in the fibre cap 
group, utilizes an Artcote all-around label to cany 
out the copper and brass motif. In addition to thes 
two acknowledgments should be accorded a further 
mention, for the Hickok Belt box, winner in the mis 
cellaneous group, similarly uses an Artcote insert tray 
in its assembly. 

MopeERN PACKAGING takes this opportunity to & 
press its regrets for the omission of this latter acknowl. 
edgment in previous announcements but extends at this 
time its sincere congratulations to Artcote Papen, 
Inc., of Irvington, N. J.—a three prize winner in th 
1933 All-America Package Competition. 


PACKAGE IDENTIFICATION 
AND PROTECTION 


(Continued from page 48) ‘The list of off-color trade 
practices is growing as the sections of the packag 
machinery industry split up for code-making purposts. 
Thus the can labeling division’s rules denounce sellig 
other than new machines as new; tampering with com- 
petitors’ machines; inaccurate reference to competitors; 
and espionage of competitors designed to penetrate 
trade secrets. 

No code yet proposed in any industry has gone farther 
than this constitution projected for the can labeling 
machinery group in the effort to equalize or standardat 
terms and conditions of sale. Rebates, split commis 
sions, etc., are strictly prohibited, whether the refunds 
unearned discounts, etc., be in the form of money * 
otherwise. 

“Free trials” are circumscribed fore and aft. Me 
chines or other packaging equipment shall not be 
placed on “loan” or “optional surrender” unless th 
price to be paid in the event of purchase is agreed ups 
in advance and the trial period is limited to thi} 
days from the date of installation of the machine, an 
the customer agrees to pay all transportation chargé 
if not accepted. The above regulations will not, hor 
ever, prevent the “demonstrations,” wherein 
developed packaging machines or equipment are B 
stalled in a customer’s plant for the purpose of a 
their operation under practical working conditions 
Nor will anything in the code ritual prevent the retu 
or surrender to the maker of any labeling parap: 
which has failed to live up to a specific pert 
guarantee. 
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While the new rules of the game are liberal enough as 
to free trials of machinery, they are exacting enough as 
to such matters as trade-in allowances. The formula 
is that no seller of labeling machinery, etc., shall make 
or offer a trade-in allowance for any machine more 


‘ than two years old and less than five years old, greater 


than 15 per cent. Nor make a trade-in allowance for 
ny machine five years old and less than ten years old, 
greater than 10 per cent. Or grant more than 5 per 
cent trade-in credit on any machine of an age over ten 
years. Allowances are to be figured on the prices of 
new machines. And there must be no switching. 
That is to say, a labeling machine cannot be traded 
on a can casing machine, or vice versa. 

Sales terms will be standardized if General Johnson 
and President Roosevelt place their rubber stamps on 
the code shaped up by this wing of the package ma- 
chinery industry. Quantity discounts (other than one 
per cent for cash) are banned and price discriminations 
as between customers are wholly disapproved. On 
every sale of machinery at least one-third of the pur- 
chase price must be paid down upon delivery of the 
equipment and the balance must be taken care of within 
twelve months, including a carrying charge of not less 
than 6 per cent. 

No winking over service charges is to be permitted 
under the new schedule of morality. Neither labor nor 
material shall be furnished without charge except to 
eflect the proper operation of equipment installed in a 
customer’s plant or to replace defects in workmanship 
or material or make good on a machinery manufac- 
turers’ guarantee. With the same idea of placing the 
whole system of package-outfitting on a strictly busi- 
ness basis, the machinery suppliers have agreed, as 
between themselves, that no member of the industry 
shall add attachments or accessories or make altera- 
tions to standard machines without adding a proper 
charge, billed at not less than the cost of direct labor, 
material, parts purchased and shop overhead. To 
allow no loopholes, ‘‘false billing” is listed as a trade sin. 
The prohibition upon sales below cost applies to re- 
placement parts as well as new machinery and equip- 
ment. But does not hold for bonafide discontinued or 
obsolete lines. Only, in the entire routine of package 
machinery selling a more sensitive consience is to be 
demanded henceforth in the use of qualifying terms 
such as “demonstration,” ‘exhibition,’ “rebuilt,” 
reconditioned,” “overhauled” and “used” as applied 
b second-hand equipment. And, more especially, as 
misapplied to new products upon which some one would 
be willing to shade the prices. 


de cylindrical liquid tight paper container in- 
dustry has, by its code, which has lately been 
rigad approved, put a few new kinks into the uni- 
ea Pattern for packaging behavior. For example,- 
€ makers of paper and metal-top containers have 
— down on the subterfuge of using pet whole- 
wri nee Sales agents. That is to say, selling the chosen 
“ts at special prices below the figures quoted 
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LUSTEROID wins new 


Recognition | 
. 


New Package makes possible 
tube packaging of powders! 


Light, unbreakable, colorful LUSTEROID adds 
another feather to its cap and opens a new 
vista to the manufacturers of powdered prod- 
ucts. The LUSTEROID containers, shown 
above, were selected by Modern Packaging for 
inclusion among the Hundred Outstanding 
Packages of 1933. Similar containers will be 
selected by smart manufacturers as an ideal, 
efficient and novel means of packaging face 
powders, deodorants, talcums and other pow- 
dered products. For full information write to— 


LUSTEROID 


CONTAINER COMPANY, INC. 
Formerly Lusteroid Division of the Sillcocks-Miller Company 
10 PAR 


KER AVENUE, WEST 
NEW JERSEY 
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ACME SILVERSTITCH STITCH- 
ING WIRE FOR FIBRE BOXES IS 
MADE TO GIVE YOU BETTER- 
LOOKING CARTONS. 


@ It's not only clean looking —it keeps your car- 
tons clean of rust spots. Silverstitch has a galvanized 
finish that talks back to moisture. When Silverstitch 
is used, protection liners can be eliminated from 
cartons. Yet, the cartons and inner packages reach 
their destination, clean and free from blemishes. 


You can stitch more boxes with fewer stops, when 
Silverstitch is used. It comes in one-piece, full weight 
5 and 10 pound coils. 


You can stitch smoother and faster, because Silver- 
stitch is probably the most accurate stitching wire 
ever made. Thickness, width and temper are un- 
varying. It’s due to a special Acme method of 
manufacturing. 

Be skeptical. That’s what hundreds of big users were 
— until they-tried Silverstitch. Get a free 5 Ib. coil — 
just state size used. You'll order it when you try it. 


Sizes: .103” width —.014”, .017’, .020”, .023”; 
060’ width —.024”, .0205”. 


ACME STEEL COMPANY 


GENERAL OFFICES: 2843 ARCHER AVENUE, CHICAGO, ILL. 
Branches and Sales Offices in all Principal Cities 
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to other wholesalers for a like quantity in one ship. 
ment. It is declared to be the principle of this group 
of package suppliers to henceforth prevent members 
from employing as sales representatives concerns 
who buy merchandise for their own account, for their 
associates, employers, partners or subscribers, thereby 
securing a commission or other compensation from 
those for whom the purchases are really made. 

In an effort to solve fairly to all parties the problem 
of the exclusive model, an elastic pricing device has 
been invented. In the event of a demand upon any 
package-supplier for a container not previously or 
regularly manufactured and not included in the regu. 
lation schedules and definitions of the trade, the Sup- 
plier may set up a temporary price bearing a relation. 
ship in a normal ratio to the capacity, dimensions, 
weight of stock, etc., of the nearest comparable siz. 
The price thus set must be filed at code headquarter, 





























/ HE fibre can and tube industry has been given 
« the word “Go’’ on a code that is true to type 
That is to say it conforms to the general pattem 
throughout the package industries—open price selling 
and all. Dumping, shipment on consignment, and al 
the other conventional species of business excesses come 
in for pillory on the black list. This same styk 
of code has, by mutual or majority consent, been im | 
posed upon the fluted cap, pan liner and lace pape | 
industry. 
Distinctive notes have been struck, here and ther, 
in lining up allowed and disallowed trade practices for 
the corrugated and solid fibre shipping container it | 
dustry. For example, this group has formally set it 
face against the circularization of threats of suit fo 
infringement of patent or trade mark among customiels 
of a competitor when not made in good faith but 
harass or intimidate the customers. ‘‘False branding’ 
has in this code a twin taboo in ‘‘false certification’ 
This last refers to the certification of corrugated and 
solid fibre boxes as complying fully with the published 
rules of the carriers when such is not in fact the a 
Protest is recorded against the certification of com 
gated or fibre boxes by others than the box makes 
who actually make the boxes. Free warehousing ® 
slammed by this branch of the industry. A separatt 
charge is suggested if a box buyer asks a postponemed 
of shipment after completion of manufacture, 
a halt is called upon the delivery of over runs of pap 
board or boxes free of charge or at a concession in pit 
Looking over the entire package field an , 
reaches the conclusion that the first stage of code his 
tory is rapidly rounding out everywhere. By the time 
the paper box division of the packaging machinery # 
dustry has its code completed and approved, the frame 
work of standardized package ethics will be fairly 
plete and attention may be turned to the task of catch 





















































‘ P acka 
ing up the loose ends by means of piece-meal pee 
and amendments. All of which should be relativl? 
simple with organizations such as the Package P 
r, RY 






| chinery Institute smoothly geared to their jobs. 
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WARD PACKAGES GET NEW DEAL 


(Continued from page 90) short labels and tie-tags 
in four standard sizes for all types of merchandise are 
other interesting jobs now in preparation. Each day 


. sees new and interesting designs and packaging ideas 


taking concrete form in the Bureau of Design. To 
cover the story completely, monthly reports would be 
necessary. A pre-view of the notions line in new 
dress brings regret that it is not yet ready for release 
and illustration. 

The fact that almost all packages are produced by 
different sources for various manufacturers in numer- 
ous cities naturally complicates production problems. 
Close supervision of inks and printing plates must be 
practiced. The Bureau of Design supplies detailed 
specifications such as brands and colors of inks, etc., to 
each producer and whenever possible handles the buy- 
ing of printing plates for the manufacturer’s printer or 
box maker. And, speaking of boxes, set-up boxes for 
women’s wear, men’s wear, etc., are being designed in 
fascinatingly simple and dignified fashion. 

If one were to set out deliberately to find the most 
typical and perfect ‘‘answer to a package designer's 
prayer,” one could not do better than to select Ward's 
Bureau of Design and the work it is doing. 

That the descendants of Farmer Jones and thousands 
of city dwellers who never knew the pleasure of thumb- 
ing through a mail order catalogue appreciate Ward’s 
efforts in giving their packages the outward semblance 
of the quality to be found within is evidenced in the 
one undeniable and most eloquent means of expression 
—steadily increasing sales. 





Package Designer; « 


—And this, Mr. Spinkle, is what we recom- 
mend for your reducing powder container. 
Note the exotic lines, the attractive coloring, 
well balanced proportions—” 


Mr. 7 + 67) . 
Spinkle: «py take it. What's her telephone number?” 
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THERE ARE MORE THAN 300 
BOSTITCH STAPLED PRODUCTS 
SOLD IN 5 & 10c STORES 





je = Literally hundreds of manufacturers of cosmetic, hard- 
ware and other household items sold through the syndi- 
cate store chains use Bostitch Staples to attach their 
products to colorful display cards, to minimize breakage 
and prevent theft. These manufacturers have found 
through experience that Bostitch Staples, because they 
are unobtrusive, neat and—most important—secure, 
provide definite merchandising advantages which are re- 
flected by equally definite sales increases. 


Je Because of the low initial cost of Bostitch equipment 
and its continued low operating cost, Bostitch Staplers fit 
easily and economically into production methods. They 
are easily adaptable for change in size or type of staple, 
thus permitting the ‘production of several different 
products with the use of but a single stapling machine. 


3%&e Mail coupon for full information—if possible send a 
sample of your present package so we may show, on 
your own product, how Bostitch can help solve your 
fastening problems. 


* 


est ok Sal cs ORS pany 


East Greenwich, R. |. 




















MP. 4-34 
Please send descriptive folders on Bostitch fastening and 
merchandising methods. 
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t. PLE buy on the 


strength of what they see. Every self-respect- 
ing package should have its own character. 
“HATCH of LOWELL”? is an or- 
ganization of Package Specialists that 
enjoys a fifty year old reputation for 
staying out front in the packaging 
held. Our packaging innovations 
are in demand and used by 
scores of prominent man- 
ufacturers. Write us 


TODAY! 


The C.F. HATCH Company 


LOWELL, MASSACHUSETTS, U.S. A. 
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PACKAGES AT WINE & LIQUOR SHOW 


(Continued from page 49) C. A., was present with 
two of his assistants, also Dr. James C. Doran, Super- 
visor of the Distillers’ Code Authority. 

Outstanding distillers, rectifiers, wholesalers and im. 
porters were present or represented at the meetings, 
Associations of wholesalers, wineries and importers 
were organized and a code of fair practice adopted, 
Committees were formed to perfect and increase the 
membership in these organizations and to bring all 
interested parties under the operation of the codes, 

According to registration figures, badges and admis. 
sion tickets issued, more than 10,000 attended the 
convention and show. From the show standpoint 
there were 167 exhibitors who had booths. Thess 
included distillers, vintners, wholesalers, importers and 
the allied industries. 

Wines and liquors were on exhibition from almost 
every country in the world. Some $3,000,000 worth, 
it was estimated. There were rare German and 
French vintages, Champagnes, Burgundy, Madiera, 
Port, Sherry, Muscatel, Sauterne, Japanese Osaki, 
Mexican Habenaro, Russian Vodka and so on. The 
show presented a colorful splash with the attractive 
booths, costumes of attendants and walking bill boards 
giving a carnival effect. 

The practical qualities of containers and wrappers 






























































lending beauty and protection to their contents were t 
particularly interesting. Labels and caps were shown P 
in an endless variety to offer distinction and attrac- ¢ 
tiveness. Many small two-ounce bottles filled with it 
liquor were shown, seemingly a practical idea which d 
has come to stay. Some of the imported packages ai 
were unique and artistic, and may present ideas for 
adoption by American packagers. One package d of 
Prunella Maltet (I think it was from France and put m 
up by Jerger & Company) attracted my attention. It ed 
had a white pottery base with dark blue stopper and ER 
wide blue band around the base, a long neck anda an 
fluted mouth. An attractive bottle which could adom : 
Milady’s boudoir when emptied of its original contents prc 
Czechoslovakian products reflected colorful qualities wir 
with their gay labels. Russian Vodka packages pit ? 
sented contrasts with their fluting and queer bulges. star 
Many of the booths were very attractive and a tog 
ranged to display the products to excellent advantags jury 
showing that the exhibitors, as a rule, spared no expen a st 
to accomplish this purpose. The allied industries com rest 
prising machinery, equipment and supply people, had Pack 
their exhibits in an adjoining exhibition hall, and away 
were many attractive and practical showings of these the ¢ 
items. Lon 
U. S. Bottlers Machinery Company had as aor ticab 
piece for its background the celebrated painting Judg: aWar 
ment of Paris” by Abel Warshawsky, loaned for the The 
occasion. This company showed a line of semi-auto first ; 
matic bottling machinery comprising pee: be % 
c i c ., and a ( 
filters, corkers, stills, tanks, pumps, etc poh! Dey 
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’ automatic 16-head pneumatic vacuum filling machine. 


Owens-Illinois Glass Company had an exhibit of well 
designed bottles from tiny two-ounce containers up to 
two-gallon bottles in varied shapes and styles, including 
a tall tapered decanter and a large modernistic jug. 
Pneumatic Scale Corporation, Ltd., exhibited a full 


Alse a Samco Junior filler for moderate speed produc- 
tion and a McDonald fully automatic labeling machine. 
Standard-Knapp Corporation exhibited a full auto- 
matic sealer for applying glue to and sealing tops and 
bottoms of filled corrugated and solid fibre shipping 
cases. Karl Kiefer Machine Company had a fully 
automatic rotary filler and a rotary washer on display. 
J. L. Ferguson Company exhibited one of its latest 
type case sealing machines. 

Among the other exhibitors in the allied lines were 
Toledo Scale Company, Reynolds Metals Company, 
Anchor Cap & Closure Corporation, Capstan Glass 
Company, American Perforator Company, Armstrong 
Cork & Insulation Company, Dennison Manufacturing 
Company, Container Corporation of America, Dupont 
Cellophane Company, Hart Glass Manufacturing Com- 
pany, Hinde & Dauch Paper Company, Lily Tulip Cup 
Company, National Adhesives Corporation, Optic 
Liquid Measures Company, Phoenix Metal Cap Com- 
pany, Tablet & Ticket Company and White Cap Com- 
pally. 

A splendid assortment of wines and liquors, some of 
them rare old vintages from France, Germany, Japan 
and Russia, were entered in the packaging contest held 
concurrently with the convention. Awards were made 
in seven classifications, namely, imported whiskeys, 
domestic whiskeys, gins, rums, cordials, domestic wines 
and imported wines. 

The committee of judges and jury of award consisted 
of the following: George W. Vanden, advertising and 
merchandising counselor, chairman; Milton Pottlitzer, 
editor, Shears; Alan S. Cole, western manager, Mop- 
ERN PacKaGING; Karl Peter Koch, industrial designer, 
and D. R. McDavid, industrial designer. 

Mr. Vanden stated the following with respect to the 
procedure governing the judges in their selection of the 
winners : 

“The packages were judged thoroughly from the 
standpoints of container, closure, body label, neck label, 
together with any outside wrapping or carton. The 
jury was almost unanimous in their opinion that from 
4 standpoint of design the greater the simplicity and 
straint that had been exercised in the creation of the 
package, the greater the opportunity it had to win 
awards at this show. This opinion is well borne out in 
the awards granted to the grand prize winner—Lloyd’s 
— wed Gin. In a certain sense, production prac- 
pie Y was also considered. First, second and third 

Were made in each of the seven classifications. 


€ grand prize winner was chosen from all of the 
awards.”’ 


Prize winners were as follows: 
and Prize: Gold Cup W inner—Lloyd’s London 















Broken Containers 


RISK 


—ruin of neighboring merchandise 
—loss of contained material 
—a spoiled display 


Use Unbreakable 


Hycoloid 


for tubes, jars, vials and bottles 


Flexible—cannot be cracked or broken by any jar 
or fall, however severe—featherlight—only one- 
fifth the weight of glass—seamless, odorless, un- 
affected by climatic conditions. 


Hycoloid makes a beautiful container that will 
enhance the appearance of your product. 


Made in transparent or opaque finish. Made in 
any color desired. Made with your own label 
processed on in colors at the same operation—no 
extra labeling costs to be added later. 


Consult us about your packaging problems 


HYGIENIC TUBE & CONTAINER CO. 
46 Avenue L Newark, N. J. 








Gin. 








in tubes, jars and vials 
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; Imported Whiskeys 
First Award: Ancient Bottle, Joseph E. Seagrams 
& Sons, Inc. 
Second Award: Vat 33, McKesson-Fuller-Morrison 
Co. 
Third Award: Highland Necta, Thos. J. Mollow & 
Co., Inc. 
Gin 
First Award: Lloyd’s Gin, New England Distillers, 
Inc. 
Second Award: Old Mr. Boston, Ben Burk, Inc. 
Third Award: Kings, Kings International, Inc. 
Honorable Mention: Triple Ace Gin, United Dis- 
tillers, Inc. 
Domestic Whiskeys 
First Award: Old 100, Distilled Products, Inc. 
Second Award: Paul Jones, Frankfort Distilleries, 
Inc. 
Third Award: Trenton, Samuel Kunin & Sons, Inc. 
Honorable Mention: Old Mission, Mission Dry 
Corp.; Bourbon De Lux, American Medicinal Spirits 
Co.; McCoy, Old Prescription Co., Inc. 
Rum 
First Award: Black Bear, Samuel Kunin & Sons, Inc. 
Second Award: Kings, Kings International, Inc. 
Third Award: Cubanardi, Many Blanc & Co. 
| Honorable Mention: Rum, Many Blanc & Co.; 
Mexican Habanaro, American Habanero Corp. 
Cordials 
First Award: D. O. M. Benedictine, Hannah & Hogg, 
Inc. 
Second Award: Berghof Antique, McKesson-Fuller- 
Morrison Co. 

Third Award: Casa Bruni, Parker Burger Co. 

Honorable Mention: DuBouchett Orano, Many 
Blanc & Co.; Mouquin Apricot Brandy, Mouquin, 
Inc.; King’s Orange Bitters, Kings International, Inc.; 
DuBouchett Marachino, Many Blanc & Co. 

Domestic Wines 

First Award: Cook’s Champagne, American Wine Co. 

Second Award: Silver Lance, Samuel Kunin & Sons, 
Inc. 

Third Award: Guasti Wine, Fruit Industries, Inc. 

Honorable Mention: Pierre Bonard Port, United 
Distillers, Inc. 

Imported Wines 

First Award: La Crima Christi Spumati, Salvino 
Personeni, Inc. 

Second Award: Green Seal, Chassagne Montrachet. 

Third Award: Adrien Martin Burgundy, United 
Distillers, Inc. 

Lloyd’s London Dry Gin, which won the gold cup 
for best judged package in all classes, is bottled by the 
New England Distillery, Inc. This prize winning 
bottle was designed by Anthony B. Cassidy, president 
of the company. The ‘Black Bear” bottle, a product 
of Samuel Kunin & Sons, winner of the first award in 
the rum class, has a particularly attractive label, 
emphasizing the importance of the label in creating an 
impressive package. 
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SO YOU MAY KNOW WHO'S WHO 
AMONG THE OUTSTANDING 
PACKAGES OF 1933 


(Continued from page 69) 


23. Lather Kreem; A. J. Krank Company; de. 
signer, V. M. Butterfield; tube, Aluminum Company 
of America; carton, Chas. Weinhagen & Son; tube 
filling and closing machinery, Arthur Colton Company, 

24. Silver Dust Display; Gold Dust Corp.; de. 
signer, D. C. Mathews; display, Offset Gravure Corp.; 
cartons, Ohio Boxboard Co. 

25. Michigan Tomato Catsup; Beutel Pickling & 
Canning Co.; designer, R. G. Cooper Studio; bottle, 
Owens-Illinois Glass Company; labels, R. J. Kittredge 
Company; closures, White Cap Company; filling ma- 
chinery, Horix Manufacturing Company; labeling ma-, 
chinery, Economic Machinery Company; sealing 
machinery, White Cap Company. 

26. Zanol Family Group; The Zanol Products Com- 
pany; designer, W. F. Deveneau; cartons, Richardson 
Taylor-Globe Corporation. 

27. Land O’Lakes Honey; Wisconsin Honey Farm; 
designer, General Glass Corporation; jar, General Glass 
Corporation; cap, Tin Decorating Company of Balti- 
more; label, Meisenheimer Lithographing Company. 

28. Soilax; Economics Laboratory, Inc.; designer, 
Erwin Wasey Company of Minnesota; carton, Chicago 
Carton Company; cartoning machinery, Triangle 
Packaging Machinery Company. 

29. Jewel Vanilla & Spaghetti; Jewel Tea Co., Ine; 
designer, Ben Nash; bottle, Owens-Illinois Glass Com- 
pany; cap, Armstrong Cork & Insulation Company, 
label, Webb-Linn Printing Company; carton, Age 
Carton Company; filling machinery, U. S. Bottles 
Machinery Company; labeling machinery, Edward 
Ermold Company. 

30. Deerfoot Farms Sausage; Deerfoot Farms Co,; 
designer and manufacturer of set-up paper boxes, 
William Carter Co. 

31. Schulze Bread; Schulze Baking Company; de- 
signer, Arthur S. Allen; printed wraps, Central 
Waxed Paper Company and Waxide Paper Corpoté 
tion; base paper, Riegel Paper Corporation; transpar 
ent wrappers, Shellmar Products Company. 

32. Manor House Coffee; W. F. McLaughlin Com 
pany; designer, E. W. Fuerst; bottle, Owens-Illinois 
Glass Company; cap, Closure Service Company; label, 
Riverside Printing Company; weighing & filling ™ 
chinery, Consolidated Packaging Machinery Ce 
pany; labeling machinery, Burt Machine Company; 
vacuum and sealing machinery, Owens-Illinois Glass 
Company. 

33. Golden Key Rice; Great American Tea Com 
pany; designer, D. B. Hassinger; carton, Robert 
Gair Company; weighing and filling machinery; Pot 
matic Scale Corporation, Ltd. de 

34. “R. W. Jones” Milk Bottle; R. W. Jones, ™ 
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Here’s proof that 
TEXTOLITE BOOSTS SALES 


° 
ca 








. 


Bright-green and jet-black Textolite make this container unusually attractive. Is 
it any wonder that “MODERN PACKAGING'S” judges exclaimed, ‘’Out- 


standing . . . distinctive.” 


500,000 Smokers saw this 
TEXTOLITE Cigarette Con- 
tainer... THEY BOUGHT 


To introduce their new product, Kool cigarettes, the Brown 


Selected by the judges of the All-Ameri- & Williamson Tobacco Corporation selected this distinc- 
can Contest as one of the three best plas- ; F : ? 
tic packages of 1933, the Textolite cigarette tively modern Textolite cigarette container, molded by 


box was awarded this silver loving cup General Electric. And thousands—yes, tens of thousands 


—of smokers all over the country greeted this package with approving exclamations and with hard cash 


+++. Conclusive proof that Textolite boosts sales. @ What Textolite has done for this alert corpora- 


tion, perhaps it can do for you. Why not let us design or redesign -your containers and pre- LR. 
miums with this modern plastic material ? Plastics Dept., General Electric, West Lynn, Mass. ys 
943-8 


GENERAL @ ELECTRIC 
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TRANSPARENT 
CELLULOSE ADHESIVES 


The development of foolproof and_per- 
fected transparent cellulose adhesives was 
without doubt the most difficult job pre- 
sented to the adhesive industry in all 
time. In the solution of the problems 
presented by the various types of trans- 
parent cellulose, the Upaco Laboratories 
have played a !eading role. They have 
on hand not merely hundreds of formulae 
but also a thorough-going knowledge of 
the nature of the problem presented. 
They are thus equipped to solve, in short 
order, and for all time, your own trans- 
parent cellulose adhesive difficulties. Call 
upon the Upaco Adhesive Research Ser- 
vice for help. There is no charge. 


UNION PASTE COMPANY 


200 Boston Avenue 
MEDFORD MASSACHUSETTS 
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for 


¢ CIGARS - 


by 
G. A. BISLER, INC. 


60-80 Washington Street 
BROOKLYN, NEW YORK 


Fifth and Brown Streets 
PHILADELPHIA, PA. 

















signer and manufacturer of bottle and applied color 
lettering process, Owens-Illinois Glass Company; cap, 
American Seal-Kap Company. 

35. Bakes-All; The Rumfort Company; designer, 
Martin Ullman; carton, United Paperboard Company; 
filling machinery, Pneumatic Scale Corporation, Ltd, 

36. Clark’s Lard; H. G. Clark Provision Company; 
designer and manufacturer of carton, Sutherland Paper 
Company. 

37. Del Ray Tomato Julep; Delray Corporation; 
designer, J. Walter Thompson Company; can, Ameri- 
can Can Company; label, Stecher-Traung Lithograph 
Corporation; labeling machinery; standard-Knapp 
Corporation. 

38. Lakeshore Honey; F. W. Straub & Company, 
Inc.; designers, W. F. Straub and E. W. Fuerst; jar, 
Owens-Illinois Glass Company; carton, Illinois Carton 
& Label Company; washing machinery, U. S. Bottlers 
Machinery Co.; labeling machinery, Economic Ma- 
chinery Co.; filling machinery, Karl Kiefer Machine 
Company. 

39. Master Toast; Zinsmaster Baking Company; 
designer, C. R. Bergquist; bag, Shellmar Products 
Company. 

40. Economy Brand Beets; Larkin Co.; designer 
and manufacturer of label, Stecher-Traung Lithograph 
Corporation. 

41. Korlix; Perkins Products Company; designer, 
Paul Ressinger; carton, Chicago Carton Company. 

42. OhHenry! Peanut Spread; Williamson Candy 
Company; designer, Arthur S. Allen; caps, Aridor 
Company; jars, Ball Brothers; filling machinery, Elgin 
Manufacturing Company. 

43. Virgilio Olive Oil; W. A. Taylor & Co.; de 
signer, E. H. Jacobsohn; bottles, Hazel-Atlas Glass Co, 
caps, Ferdinand Gutmann & Company; labels, Cameo 
Die Cutting & Engraving Co. 

44. Brook-Maid Jelly; Brook-Maid Food Co., Ine.; 
designer, Hocking Glass Co.; jars, Hocking Glass Co. 
caps, Aluminum Seal Company; labels, Cameo Die 
Cutting & Engraving Co. 

45. Puritan Marshmallows; The Shotweli Mfg. Co, 
designer, John Boecklin; carton, Chicago Carton Com- 
pany; Wrapping machinery, Johnson Automatic Sealer 
Co., Ltd. 

46. Henry Heide Group; Henry Heide, Inc; d€ 
signer, Henry Heide, Inc.; cartons, National Folding 
Box Co. 

47. Shefford Cheese; Shefford Cheese Co.; de 
signer, Mrs. Christine Robinson; box, Lowman Fold: 
: : i -Tone Ribbon 
ing Box Corp.; Cellophane ribbon, Du 
Corp. 

8. Maillard’s Little Chocolates; The Maillard 
Corporation; designer, Stecher Sales Corp; box, G. 4 
Bisler, Inc.; wrap, Stecher Sales Corp.; seals, The 
Foxon Company; Cellophane, Dupont Cellophane 
Company. ; 

49. Cushman’s Fruit Cakes; Cushman’s Sons, ~ 
designer, Carl Olsen; tray, Ornamental Wood Packag 
ing Company. 
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50. Penn Wynne Chocolates; Stephen F. Whitman 
& Son, Inc.; designer, C. H. Forsman Co.; wrap, C. H. 
Forsman Co.; box, G. A. Bisler, Inc.; wrapping ma- 
chinery, Package Machinery Company. 

51. Old Log Cabin Whiskey; Canada Dry Ginger 


_ Ale, Inc.; designer, Arthur S. Allen; bottle, Owens- 


Illinois Glass Co.; label, Munro & Harford, Gelcaps, 
Parke-Davis & Co.; filling machinery, Karl Kiefer 
Machine Company; labeling machinery, Economic 
Machinery Company. 

52. Gale’s Chocolates; United Drug Company; 
designer, Gustav Jensen; wraps, Geo. Schmitt & Co. 

53. Old ‘“‘“Mr. Boston” Gin; Ben Burk, Incorpo- 
rated; designer, H. C. Berkowitz; bottle, Owens-lIIli- 
nois Glass Company; label, Strathmore Press; caps, 
Colt Patent Fire Arms Mfg. Co.; corks, Armstrong 
Cork Corporation; sealing machinery, Karl Kiefer 
Machine Company; labeling machinery, Economic 
Machinery Company. 

54. Horton’s Pilsener; Horton Pilsener Brewing 
Co.; designer, Clarence P. Hornung; bottle, Owens- 
Illinois Glass Company; label, Nevins Church Press; 
filling machinery, Bishop & Babcock Sales Corp.; label- 
ing machinery, Edward Ermold Company; crown ma- 
chines, Crown Cork & Seal Company. 

55. Ebling Beer Carrier; The Ebling Brewing Co., 
Inc.; carton designed and manufactured by Robert 
Gair Co., Inc. 

56. Apricot Cordial;; Mouquin, Inc.; bottle, Mary- 
land Glass Corp.; label, Empire Litho. Company; 
filling machinery, Pneumatic Scale Corporation, Ltd. 

57. Meadowbrook Whiskey; Hiram Walker & Sons, 
Inc.; designer and manufacturer of case and cartons, 
Container Corporation of America. 

58. Schaefer Beer Display; F. & M. Schaefer Brew- 
ing Co.; bottle, Owens-Illinois Glass Company; label, 
Wm. H. Fitzhugh, Inc.; cap, Crown Cork & Seal 
Company. 

59. Puro Sav-A-Food; The Puro Company, Inc.; 
designer and manufacturer of fibre can, Sefton National 
Fibre Can Co.; closing machinery, M. D. Knowlton 
Company. 

60. Flush Balls; United States Rubber Company; 
designer, H. Stanley Rogers; carton, National Folding 
Box Company. 

6. Wyandotte Display; J. B. Ford Company; de- 
signer, N. W. Ayer & Son; display, The Forbes Litho- 
graph Mig. Co.; cans, American Can Company. 

82. Pin Pack; Consolidated Safety Pin Co.; de- 
Signer, William Gerth; box, Chronicle Press. 

63. Kool Cigarette Box; Brown & Williamson To- 
baceo Corp.; designer, E. C. Sloane; Plaskon, Toledo 
Synthetic Products, Inc.; molded by General Electric 
Company, 

64. Wood Fishing Lines; T. H. Wood Co., Inc.; 
designer, William H. Perry; set-up boxes, Cambridge 
Paper Box Company. 


me Oronite Cleaning Fluid; Standard Oil Company 
California; designer, McCann-Erickson, Inc.; cans, 
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|STHE RIGHT ADHESIVE 


[ by: Ad Hesive 


A D S A YS e ‘THE right adhesive decreases 


production costs, improves 
the appearance of packages, and 
increases the salability of the 
goods. The Star line of adhe- 
sives includes adhesives used on 






RS every type of stripping and 
ot Oey wrapping machine, case and car- 
A ton sealing glues for machine and 

= hand work, as well as ice-proof, 
uu water resisting bottle-labeling 
































gum. 


Send for our circular ‘“The Proof 
of the Adhesive Is in the Seal- 


” 


BINGHAM BROTHERS 
COMPANY 


(Founded 1849) 
All Kinds of Rollers and Adhesives 


406 PEARL ST., NEW YORK 


ROCHESTER, N. Y. PHILADELPHIA, PA. 
980 Hudson Ave. 521 Cherry St. 
BALTIMORE, MD. 
131 Colvin St. 














WHEELING STAMPING COMPANY 


Factory: Wheeling, W. Va. | Representative: Geo. K. Diller 


B. E. Stover, Sales Manager 


90 W. B'way, New York 
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Paper ROLLS 


Better built and carefully 
conditioned to give the 
maximum number of ser- 
Their longer 
life makes Waldron Rolls 
the least expensive to buy 


Waldron Rolls give you correctly 
proportioned shafts, heads and an 
extra measure of surface hardness. 











JOHN WALDRON 
CORPORATION 
Main Office and Works: NEW BRUNSWICK, N. J. 


i vy 
| OVER A CENTURY OF EXPERIENCE | 
Conve 

















HERE IS"A CASE 
that does more than just package the product. 

IT ACTUALLY SELLS IT !! 
Who could resist the sales appeal in that lustrous black 


Bakelite Molded Case with its gold dial and clean, white 
numerals? No wonder Westclox Handbag Watches sell 


Any product sells better if it is beautiful as well as useful. 


Perhaps your product can be made more salable through 
the use of Plastic Molded Parts. 
Merchandising and Design Department. 


CHICAGO MOLDED PRODUCTS CORP. 
2142 Walnut Street 


Why not consult our 











American Can Company; closures, Henry Barrol] & 
Company. 

66. Plastic Gasket Maker; The R. M. Hollingshead 
Co.; designer, Ferdinand Obeck; fibre can, Cleveland 
Container Company. 

67. Aberlepak Hosiery; H.C. Aberle Co.; designer 
Harry C. Aberle, Sr.; box, Dennison Manufacturing 
Company; Cellophane, Dupont Cellophane Company, 

68. Drymor Towels; Wheeler Paper Corporation; 
designer and manufacturer of carton, Fort Orange 
Paper Company. 

69. Speare’s Penn Motor Oil; The Alden Speare's 
Sons Co.; designer Earl H. Bean; can, Continental 
Can Company. 

70. Pal Blue Streak Supporter; Bauer & Black: 
designer, E. Willis Jones; box, Terry Paper Box Co, 

71. Evangeline Shoe Dressing; designers and print- 
ers carton, Brooks & Porter, Inc.; tube, Atlantic Man. 
| facturing Company; tube filling machinery, Arthur 
Colton Company. 

72. Tie-Tie Gift Wrapping Ensemble; Chicago 
Printed String Company. 

73. One White Liquid Display; Everett & Barron 
Company; designer, C. S. McPhee. 

74. Swank Jewelry; The Baer & Wilde Company; 
box, Dennison Manufacturing Company. 

75. Glad Rag; Glad Rag Products Corp.; designer, 
Edwin H. Scheele; bag, Thomas M. Royal & Company. 

76. Hagerstown Billfold; Hagerstown Leather Co; 
designer and manufacturer of box, Dennison Manufac- 
turing Company. 

77. Columbia Floor Wax; Columbia Wax Works; 
designer, A. Bonagura; can, Eastern Can Compaty. 

78. International Silver Chest; International Silver 
Company; designer, Charles W. Kulp; chest, Pilliod 
Cabinet Company; metal, Apollo Metal Works. 

79. Sheet & Pillow Case Display Box; Nash 
Manufacturing Co.; designer, Arthur S. Allen; labels 
Harris Drew Company; wraps, E. E. Brogle & Com 
pany, Inc. 

80. 4-in-1 Cleaner; Chempro Products; designe, 
Clarence P. Hornung; can, Continental Can Compal; 
outsert, Outserts, Inc. 

81. Peck & Peck Stocking & Sweater Box; Peck & 
Peck; designer, Industrial Design, Inc.; box, C. P. 
Hatch Company; gold paper, Karl Pauli Corporation. 

82. Ingersoll Waterbury Display; Ingersoll Water 
bury Company; designer, Sydney Bagshaw; box, 
Waterbury Paper Box Company. 

83. Belden Heater Cord Set; Belden Manufacturmms 
Company; designer, F. D. Ewing; carton, Chicag? 
Label & Box Company. 

84. Boston Garters; George Frost Compaily; de 
signer and manufacturer of box, Dennison Manular 
turing Company. 

85. Lektrolite; Platinum Products Company; de- 
signer Edmund Loewe; , box, Warner Bros. Company: 
| 86. Skrip-Grip Mucilage; W. A. Sheaffer Pea mind 

pany; designer, E. W. Fuerst; bottle, Owens-Illino! 
Glass Company; label, Pictorial Paper Package O 
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87. Savigny’s Oil Colors; McCauley & Madison, 
Inc.; designer, R. G. Cooper Studio; wood box, Auto- 
kraft Box Corp.; tubes, Standard Specialty & Tube 
Company. 

88. White & Wyckoff Stationery; White & Wyckoff 
Manufacturing Co.; designer, Edna Leslie Freeman; 
papers, Hampden Glazed Paper & Card Company and 
Louis Dejonge & Company. 

s9. Carter’s Ink Cubes; The Carter’s Ink Com- 
pany; designer, Clement H. Watson; bottle, Hazel 
Atlas Glass Company; label, U. S. Printing & Litho. 
Corp.; filling machinery, Pneumatic Scale Corporation, 
Ltd.; labeling machinery, Economic Machinery Com- 
pany. 

90. Wahl Pen Display; The Wahl Company; de- 
signer, E. W. Fuerst; glass base, Owens-Illinois Glass 
Company; cover, Dennison Manufacturing Company. 

91. Venus Velvet Pencil Display; American Lead 
Pencil Company; designer, Edwin C. Kubler; metal 
foil, Reynolds Metals Company, Inc.; wooden letters, 
Bogert & Hopper. 

92. Keystone Glue; Keystone Glue Company; 
designer, R. W. Foley; cartons, Eureka Paper Box 
Company; cans, Consolidated Can Company; collaps- 
ible tubes, Pennsylvania Collapsible Tube Company; 
metal spout, American Aluminumware Company. 

93. LePage’s Liquid Sealer Display; Russia Ce- 
ment Co.; display, The Forbes Lithograph Mfg. Co.; 
tube, Wheeling Stamping Company. 

94. Dash Ink; Ault & Wiborg Carbon & Ribbon 
Company; designer, Frances Cushing Hall; bottle, 
Hazel Atlas Glass Company; carton, Robert Gair Com- 
pany, Inc.; label, Ever Ready Label Company. 

95. Munson Typewriter Keys; Munson Supply 
Company; designer, Edwin H. Scheele; box, Shoup- 
Owens, Inc.; box covering paper, Charles W. Williams 
& Company; mirrors, American Nickeloid Company. 

96. Ipana ‘Stimulation’ Display; Bristol-Myers 
Company; designed and produced by Carl Percy, Inc. 
97. Watkins Polish; The J. R. Watkins Company; 
designer, J. R. Watkins Art Department; bottle, 
Fairmount Glass Works; cap, Phoenix Metal Cap 
Company; filling and sealing machinery, Karl Kiefer 
Machine Company; labeling machinery, Economic 


S 
ADHESIVES 
HOLD FAST 


For over 30 years we have been 
developing adhesives for every com- 
mercial use. All the equipment and 
experience of our highly intensified 
laboratory is at your command, to help 
you_secure dependable adhesives best 
suited to your particular requirements, 
at very economical prices. Write us 


The. FG, Findley Cs. 


MANUFACTURERS OF PASTES, GLUES & GUMS 


1243 NORTH TENTH Sh. 


MILWAUKEE, WISCONSIN 





F. G. Findley Co. JAMES Q. LEAVITT HILL BROS. CHEMICAL CO. 
haata y 1593—97th St. 2159 Bay St. 
. Ogden, Utah Los Angeles 





“FILMA-SEAL” 


(the double seal of cap and film) 








Machinery Company; capping machinery, Consoli- 
dated Packaging Machinery Company. 

98. McKesson & Robbins Shaving Lotion; McKes- 
son & Robbins; designer, Marshall Lane; bottle, 
Owens-Illinois Glass Company; cap, Colt’s Patent Fire 
Arms Manufacturing Company; filling machinery, Karl 
Kiefer Machine Company; labeling machinery, Mc- 
Donald Engineering Corporation. 

99, Teaberry Gum Display; Clark Bros. Chewing 
Gum Company; designer, C. H. Whitlock; Durez, 
General Plastics, Inc.; molded by Norton Laboratories, 
Ine, 

100. Modern Health Products; Modern Health 
Products, Inc.; designer, Clarence P. Hornung; cans, 
Sefton National Fibre Can Company; labels, Reklam 
Printing Company. 











Prevents evaporation and leakage of Chloroform and 
other volatile products. 

STOPS Tampering and is a guard against Counter- 
feiting. 

Furnished with our C.T. Screw Caps or inserted in your 
plastic caps. 

Quickly applied. No added labor cost. 


FERDINAND GUTMANN & CO. 


Established 1890 


BROOKLYN, NEW YORK 


U. S. Patents—Trade Marks Reg.—Pats. Pending 
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N DEX 
OF ADVERTISERS 


ACME STEEL CO. ‘ ; 4 F - ‘ : - 4 >» ae 

ADDISON LITHOGRAPHING CO. | ; : 13 
ALUMINUM CO. OF AMERICA ‘ ; ‘Center Spread of Special 16 ‘page Color Insert 
AMERICAN CAN CO. : ; : : 6 
AMERICAN SEAL-KAP CORP. ‘ ; 2 ; ; F : . ‘ r ‘ 29 
ANCHOR CAP & CLOSURE CORP. i ‘ x 3 Z ¢ - : . 31 
ARTCOTE PAPERS, INC.. ; ; ¥ , ; ; 5 ; ‘ Insert 36-37 


BINGHAM BROS. - 
BISLER, INC., G. - 
BOSTITCH SALES “CO. : 
BROOKS & PORTER, INC. 


CAMEO DIE CUTTING & ENGRAVING CO. 
CENTRAL WAXED PAPER CO. 

CHICAGO CARTON CO. 

CHICAGO MOLDED PRODUCTS CORP.. 

CHICAGO PRINTED STRING CO. . 
COLTON CO., ARTHUR . 

CONSOLIDATED PACKAGING MACHINERY CORP. 
CONTAINER CORP. OF AMERIC 

CROWN CORK & SEAL CO. . 


DEJONGE & CO.. LOUIS ‘ , : : ; : ; Insert 4-5 
DENNISON MANUFACTURING Co. ; ‘ ‘ 5 > : ‘ ‘ ‘i 71 
DOBECKMUN COMPANY, THE 5 a ‘ d : ‘ $ P ‘ ‘ ‘ 27 
ECONOMIC MACHINERY CO. ‘ : ‘ , . é ? r é <n 
EINSON-FREEMAN CO, INC.. ; ; : j J R A 5 ; . i 18 
FERGUSON CO., J. : ‘ ‘ } ! ‘ . ; : : p : 28 
FINDLEY CoO., F. ng % i n S . y ‘ 4 A . <!) ae 
FORT ORANGE PAPER CO. 3 uy ‘ ¥ : : ; : " : 30 
GENERAL ELECTRIC CoO. ‘ . 2 ; . ‘ : 2 ‘ ; : =) RE 
GENERAL PLASTICS, INC. é ‘ ; : ; : F ‘ Inside Back Cover 
GUTMANN & CoO., FERDINAND J . 3 . ; . s ; - wei 
HAMPDEN ye a D PAPER & CARD CO ‘ . ; R Insert 8-9 
HATCH CoO,, : ; ; F ; ‘ ‘ 7 . wee 
HEEKIN CAN co F : . : M F . ; z 79 
HYGIENIC TUBE ‘& CONTAINER co. P ; ‘ é . 5 ; . oan 


ILLINOIS CARTON & LABEL CO. . 7 


KALAMAZOO VEGETABLE at - eulaad co. : ‘ - , ° ‘ a ‘ 4 
KELLER-DORIAN PAPER CO., IN . ' ‘i . Insert 16-17, 108-109 
KIEFER MACHINE CO., KARL : ‘ ‘ ; . F : ° . - 107 
KIMBERLY-CLARK CORP 

KIMBLE GLASS CO. ; 

KITTREDGE & CO., R. 

KRAUSE, INC., RICHARD M.. 


LOWE PAPER CO 
LUSTEROID CONTAINER CO, INC 


METAL PACKAGE CORP. 

MIAMI BILTMORE HOTEL 
MICHIGAN LITHOGRAPHING CO. 
MUDD COo., G. W. . 


NATIONAL METAL EDGE BOX CO . . ‘ . . : : : 
NATIONAL PACKAGING MACHINERY CO. . é : ; ‘ A : Insert 12-13 
NEW JERSEY ZINC CO. A . : ; : ; ; Insert 32-33 


. 10-11 


PEERLESS TUBE CO. : ; . ‘ ‘ ‘ : ‘ : : 124 
PHOENIX METAL CAP CO. . ‘ . ; ‘ , ; . : ‘ , 1 
PILLIOD CABINET CO “ ‘ ‘ . ‘ ; , ‘ . : , 39 
PNEUMATIC SCALE CORP., LTD.. ‘ é ; . : ; ° a ; 5 


OWENS-ILLINOIS GLASS CO.. 


R. C. CAN CO. : 

REDINGTON CO., F. B. s : 
RESINOX CORP. . ~ 
RICHARDSON-TAYLOR-GLOBE CORP. 
RIEGEL PAPER CORP. . ; 
RITCHIE & CO., W. C. 

ROYAL & CO., THOMAS M 


SARANAC BAG SEALERS, INC. 

SEFTON NATIONAL FIBRE CAN CO. 

SHOUP-OWENS, INC 

STANDARD-KNAPP CORP. 

STANLEY MFG. CO., THE 

STOKES & SMITH Co. ; ‘ : ‘ > : > : ‘ ; . : 73 
SUTHERLAND PAPER CO. . ; , : ‘ 2 ‘ : ? ‘ . 20-21, 34 


TOLEDO SYNTHETIC PRODUCTS, INC. ; . - : ; ; ‘ Back Cover 


UNION PASTE CO. é ‘ : ‘ ; ; , ; s7. 8 
U. S. AUTOMATIC BOX MACHINERY CO. | ; ; Insert 12-13 


WALDRON CORP., JOHN 
WARNER BROTHERS CO. 
WHEELING —ee Co. 
WHITE CAP hie 

WIRZ, INC., 

WRAPADE MACHINE Co. 
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) YOUR PRODUCT...and CONSUMERS 


with an appetite...a thirst...an urge to do a job!...seek- 
ing the BEST of this or that! @ PACKAGES can tell the 


story of what's inside! Smart color-tones, trim design... 


force a first-time buy. There’s your chance for SALES 
and REPEATS! @ To swing your product into swift 
trade currents...is the EMPECO aim in Packaging. 


Containers ... Sized to suit... 


sd Color-Lithographed or Plain 


METAL PACKAGE CORPORATION 


ESTABLISHED 1909 


110 E. 42 nw SI., BREW YORK CITY 
¢ One of America’s Largest Canmakers « 


SALES OFF 
1CES AND Pia 
NTS © NEW YORK CITY © BALTIMORE © BROOKLYN © CHICAGO @ THE FIS'CHER CAN COMPANY DIVISION © HAMILTON © OHIO 
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PEERLESS TUBES 
SCORE DISTINCTIVE 
VICTORY 


pon StOPR 


lm 
SIKU 


PE BECO 


TOOTH * PASTE 





ALL ENTRIES OF PEERLESS TUBES) 
SELECTED BY JUDGES AS AMONG. 
‘HUNDRED OUTSTANDING PACKAGES” 


The Peerless Tube Company welcomes the recogni- The uniform perfection of Peerless construction 4 
tion accorded it by Modern Packaging’s board of Peerless tube lithography affords these manulage 
judges, but even more important than such recogni- tarets the conehity. ob 6 see fe 


tion—it seems to us—is the recognition which has 
always been accorded to Peerless Tubes by Ameri- 
ca’s largest tube users—the makers of America’s 
best selling drug and cosmetic items. 


PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS | 


every unit of their products. To guarantee 1) 
your product similar perfection in packaging 
we recommend a study of Peerless Tubes. 


PEERLESS TUBE COMPANY 


70 LOCUST AVENUE BLOOMFIELD, N. 
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TODAY'S TOUGH 


TTLE FOR SALES 
IREZ HAS HELPED 


INY A PACKAGE 


Hundreds of times during the past few 
years, Durez has proved its worth as 
an eye-appealing packaging mate- 
rial. Time and again drug and cos- 
metic packers have said... “we'll 
use Durez” .. . and found that it paid. 
Far-sighted and in tune with the times, 
they were quick to see how much 
sales-appeal this good-looking mate- 
rial would give their packages. Few 
products, no matter how fine they are 
in themselves, can capture today’s 
markets if they are handicapped by 
an obsolete unattractive package. 
Perhaps your own product is labor- 
ing under that handicap. Perhaps 
gcod design and Durez are all that 
are needed to send sales up where 


they belong. Why not let us show you 
what Durez has done for similar prod- 
ucts and what it can do for yours? 
Write General Plastics, Inc., 303 
Walck Road, North Tonawanda, N.Y. 


The successful packages shown in the photo- 
graph illustrate 13 ways in which drug and 
cosmetic packers have used Durez to advan- 
tage. The limit need not be set at 13, for the 
undeveloped applications of this versatile ma- 
terial seem almost inexhaustible. Perhaps you 
will devise the 14th for your product! 
. Powper Con- 
TAINERS 
. Stipe Covers 
APPLICATORS 
. BASEs 
12. Trays 
. Measurine Cups 


. Screw CLosures 
2. Boxes 
3. Cream Jars 

. DispLay STANDS 
5. ComPActs 

. Lipstick anp Deo- 

DORANT CASES 
7. Rouce Jars 





SHAVING 
ROR ETC), 









4+ THE MODERN MOLDING COMPOUND 


PLASKON 


Makes your 
bottle 
stand out! 


t's a job these days... to catch a customer's 
| eye! With hundreds of bottles in a confusing 
shelf display... it’s the bottle that stands out 
that gets attention. One such package — really 
startling in its attractiveness — is the new Piping 
Rock Gin bottle, capped with a bright red molded 
Plaskon measuring-cup closure. q@ It is dramatic 
proof of Plaskon's usefulness and ability to 
attract, hold and please the eye. q Here, as in 
hundreds of other cases, the use of Plaskon has 
resulted in a definitely superior package — for 
display, for utility, for sales! q Plaskon is a ver- 
satile material, ideal for molded containers, 
closures, display stands and many other articles. 
Your molder will gladly show you samples and 
give you any additional information that you 
may desire. The services of our technical and 


designing staff are also freely at your disposal. 


Molded Color bottle 
caps of Plaskon are 
guaranteed not to 
impart taste, color 
or smell to alcoholic 
liquors of. any degree 
of concentration. 


MOLDED COLO} 


Plaskon Cap designed om 
by Colt's Patent Firearms 
Plastics Division, Harthe 


INC - TOLEDO, OHI¢ 


TOLEDO SYNTHETIC PRODUCTS, 


ALLO ARRIBA RS RIM 





